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Abstract
This study examines the code choice made by content producers in Egyptian television
(TV) advertisements. We consider the emergence of new types of TV networks, advertised
products, services and messages conveyed in TV advertisements. These TV channels have
raised competition in marketing and advertising where it is possible to see content producers
choosing their language carefully to specifically target people from different social
backgrounds. This study employs a qualitative analysis design with some frequency count to
demonstrate the language varieties that are used in TV advertisements. Badawi’s 1973
model is used as a framework of analysis, where he proposed a continuum of five levels of
Arabic. The data in this study consists of 220 Egyptian advertisements taken from YouTube
and which had previously appeared on broadly two types of Egyptian TV channels: type
one, the popular TV networks; and type two, the specialty channels watched by more of the
uneducated classes.
The findings in this study show a high frequency use of the colloquial of enlightened
in type one TV advertisements, while the colloquial of illiterates has similar frequency in
type two TV advertisements. The code choice is determined by: the addressees’ social
class and age, the nature of the advertised products, the presented image of the actor
component and the desired effect’s meaning.
Based on the researcher’s analysis there is an increased use of diglossic code mixing
where the Colloquial varieties are dominant and the MSA is an embodied variety. The
investigated functions of code switching are; convince and persuade those determine the
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code choice and requires several linguistic and stylistic techniques to reach the utmost
effect.
Key words: Badawi’s model – Arabic levels continuum- Diglossic code mixing / code
switching – Social variables- Functions and motivations of code switching.
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List of Phonetic Symbols for Arabic Letters
The following is a list of Arabic phonetic symbols adapted from the International Phonetic
Alphabet (IPA) and (Ling):
CONSTANTS:
ء

ʔ

ث

Ө

ج

g/ ʒ

ح

ḥ

خ

X

ذ

ḏ

ش

ʃ

ص

ṣ

ض

ḍ

ط

ṭ

ظ

ẓ

ق

Q

ع

ʕ

غ

ɣ

Short vowels
Fatḥah /a/ low unrounded short vowel
Kasrah /i/ high front unrounded short vowel
Dammah /u/ high back rounded short vowel

9

Code Choice in Egyptian TV Advertisement

Long vowels
 آ/ ā / low unrounded long vowel
 ي/ ī / high front unrounded long vowel
 و/ ū / high back rounded long vowel
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Chapter I
Preliminaries
1-1 Introduction
Sociolinguistics is a broad field concerned with investigating how individual
speakers use language differently in different societies or regions, and which may give a
better explanation of how language functions in communication. According to Wardhaugh
(2006) “sociolinguistics is concerned with investigating the relationships between language
and society with the goal of being a better understanding of the structure of language and of
how languages function in communication” (p.22). The study of the language in relation to
society leads to a better understanding of the structure of the language, how language is
influenced by society in certain times and how societal changes influence the language. TV
advertisements introduce a rich genre that presents language used in a wide variety of
situations, and which simulates the real life situations for different social classes and for
various purposes. These adverts highlight the co-existence of different varieties of Arabic in
Egyptian society and reflect the language used in Egypt today.
1-2 Diglossia vs. Multiglossia
“In many speech communities two or more varieties of the same language are used by
some speakers under different conditions” (Ferguson, 1959.p.325)
Arabic is one of the languages that was characterized by diglossia in Ferguson’s work,
where there is a standard language or high variety (H), and a colloquial, or low, variety
(L). According to Ferguson (1959), “Diglossia is a relatively stable language situation in
which in addition to the primary dialects of the language (which may include a standard
14
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of regional standards), there is a very divergent highly codified (often grammatically
more complex) superposed variety, the vehicle of a large and respected body of literature,
either of an earlier period or in another speech community, which is learned largely by
formal education and is used for most written and spoken purposes but is not used by any
sector of the community for ordinary conversation” (p.336).
Although Ferguson’s work inspired many researchers to develop his notion of
diglossia, Boussofara (2010) argues that the majority of early studies inspired by
Ferguson’s work focused on “dividing the Arabic language continuum into clearly
marked middle varieties “(p.631). Increasing efforts are now being made to redefine
Ferguson’s characterization of Arabic diglossia, and to take into account the impact if
economic and political changes in Arab society since he first published his work in 1959.
Ferguson (1996) in his revisited diglossia article observed some weaknesses in his
original theory. In particular, where he previously described Arabic diglossia, he later
came to the view that he “was not describing languages, but rather Linguistic
communities of some sort” (Ferguson1996, p.54.). Another weakness he observed was
“the failure to mention that diglossia is very often part of larger picture”(Ferguson.p.58).
For instance, he described how many Lebanese nationals use other languages in their
daily lives alongside with the H variety of Arabic and their local Lebanese dialect.
According to Boussofara (2010), several scholars identified a number of intermediate
levels ranging between Classical Arabic to plain colloquial as in Blanc’s (1960), Meiseles
(1980) and Badawi (1973).
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Blanc (1960) (as cited in Hary 1996) defines his levels in a purely grammatical
framework, while Badawi defines them sociolinguistically. Meiseles (1980) also
compares both continuums of Blanc (1960) and Badawi (1973). The five levels in
Blanc’s terms are Standard Arabic, Modified Classical, Semi literary or elevated
colloquial, Koinized colloquial and Plain colloquial (Meiseles1980, p.122).
Meiseles argues with the need for a model of a continuum for a practical
methodological consideration. To describe linguistic variations in terms of independent
structures and separated systems, he proposes four varieties of contemporary Arabic:
Literary (or standard) Arabic, Sub-standard Arabic, Educated spoken Arabic and Basic or
plain vernaculars (Meisles1980, p.123).
In his comparison, Meiseles finds that Blanc (1960) observed the existence of
‘gradual transition’ between the various registers, while Badawi (1973) says that these
registers do not have clear, permanent boundaries between one another.
Badawi (1973) refined and improved Ferguson’s work to reflect the multiglossic
situation for Arabic in Egypt and introduced five levels of Arabic in his language
continuum model. Both Ferguson and Badawi highlight the importance of using the right
variety in the right situation. Ferguson argued “the importance of using the right variety
in the right situation can hardly be overestimated” (Ferguson 1959, p.329). Similarly,
Badawi (1973-2012) points out that the context determines the choice of certain varieties
(Badawi 2012, p.126).
The five levels in Badawi’s study constitute a linguistic continuum, which he used
to analyze the language situation in Egypt. He focused on the Egyptian radio programs in
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order to examine the linguistic features of the spoken language, within a social and
cultural context framework. Badawi (1973-2012) claims that the five levels of
contemporary Arabic language in Egypt are: 1-“Classical Arabic”, the language of the
Quran, used now in religious programs in radio, and in historical texts; 2-“Modern
Standard Arabic” (MSA), used in news, science, literature, and political and social
settings; 3- “Colloquial of cultured (educated)”, spread in the Egyptian society and used
to express different contexts, usually influenced by MSA and the next level in the
continuum; 4-“Colloquial of enlightened”, used by educated people in daily life
scenarios, between family members and in some radio or TV programs; 5- “Colloquial of
illiterates”, not influenced by MSA and not presented in radio or TV programs, but used
highly in plays and series in radio.
Badawi (1973) explores the factors which determine the interaction between the five
levels of Arabic in his continuum. One is that in some social contexts, or for certain
purposes, a language level is required, but the same language level can be used for
different purposes. For example, a university professor can use the colloquial of cultured
in lecturing whilst also using it at home with his family. However, he cannot use the
colloquial of enlightened – the fourth level – in lecturing.
Badawi identifies some distinctions between the five levels of Arabic language on a
social and linguistic basis such as phonological and syntactical differences. In this study,
these distinctions between the levels are used in analyzing the data to better identify each
level used in each advertisement.
Badawi (2012, p.125) states that the five levels do not have clear or rigid
boundaries between one another. Instead, he submits, there is a gradual moving between
17
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one level and the next. There is often an area with mixed features of two levels and this
can make it difficult to identify to where the phrase or utterance belongs. Badawi refers
this to the linguistic reality.
Meisles (1980) points out that this overlapping between the five levels invites the
possibility of an unknown number of registers. Although Meisles refers to this as
“undesirable form a methodological point”, through the data considered in this study we
find that this is simply a reflection to the linguistic reality.
However, Badawi’s continuum gives a helpful framework to identify the level of any
linguistic production, which assists us in our understanding of how language functions to
express people’s needs in certain contexts and societies, also how language reflects the
social changes in a specific society. Hary. B (1996) points out the importance of the
model of the continuum in Arabic, as the continuum is useful and required for describing
and documenting the continuous transition between standard and colloquial Arabic.
According to Hary(1996) “it is necessary to employ a continuum since the boundary
between standard and colloquial Arabic is a variable” (p.71)
1-3 The nature of the language of TV advertisements:
This study attempts to explore the linguistic reality in Egyptian society, and
especially the reality of its spoken language. Taking into account the lack of research on
spoken Egyptian Arabic, the study can give clear description to the code varieties used
among Egyptians and which variables are affecting the code-choice, through an analysis
of TV advertisements as a genre that represents spoken language of different social
classes targeted by TV advertisements producers.
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Badawi (1995) points out that the producers of advertisements create situations
which stimulate the daily life situations where every level in the language plays a social
role within the context. The study highlights the significant impact of TV advertising in
Egyptian society where the songs and slogans used in the advertisements can in many
cases outlive the product which was being marketed.
Badawi (1995) claims that TV advertisements reflect the linguistic reality in Egypt
because of its need to appeal to consumers at all levels of society. Bassiouney (2005)
argues that producers of TV advertisements appeal to popular beliefs. Their awareness of
which register is used by certain Egyptians might push advertisers to choose particular
codes or mix between them. On the other hand, Badawi (1995) claims that TV
advertisements spread quickly and may affect the language by bringing into use certain
expressions that could be attached to certain social classes.
With an increased tendency in recent years to integrate both MSA and Egyptian
colloquial Arabic in teaching, it becomes necessary to introduce genres of spoken Arabic
to students, including TV advertisements that are featured with the use of both MSA and
colloquial varieties. Abuhakima (2012) highlights that: “The advertisements can be a
very rich resource for instructional materials for teaching the vernacular which will also
fit the learning styles of visually oriented learners” (p.1)
Reviewing the literature, there is some research on the code-choice of the written
Arabic language, whether in Abuhakima (2012) in which he investigates the language of
newspaper advertisements, focusing on code switching and code mixing, or in Elshami
(2013), with a focus on the language of printed media and excluding Badawi’s
19
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phonological criteria. Elshami focuses on the language of opinion articles in current
Egyptian newspapers in order to explore the linguistic reality of Egyptian society,
through the prism of Badawi’ s model.
The study of code choice in TV advertisements could reveal other aspects of the
linguistic reality that Elshami in his research on the language of newspapers in Egypt did
not explore. Other studies that explore the spoken language in real life situations or
authentic genre are needed and further research in this area has been urged by scholars
such as Badawi (2012) and Younes (2006).
Younes (2006, p.158) points out that the two most desired goals for learning Arabic
indicated in an informal survey of students on the Arabic program at Cornel University
were: 1- To achieve proficiency (to understand, speak, read and write); and 2-To read and
understand media Arabic (newspapers, TV, etc.).
1-4 Purpose of the study and statement of the Research problem
TV advertisements can be considered as a genre of spoken Arabic in itself. The
degree to which Arabic varieties co-exist in our speech communities needs more
investigation, especially the spoken ones, where the standard and colloquial levels can be
used differently. This study aims to explore the presence of MSA and ECA levels in
Egyptian TV advertisements in order to shed light on the linguistic reality in Egyptian
communities and to describe how the Arabic language functions in the present time.
Accordingly, we attempt to examine the code-choice in TV advertisements in Egyptian
channels from different types: public and private TV channels using Badawi’s model as a
framework.
20
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The study of the language used in TV commercials in Egypt is limited to a few
studies starting with Badawi (1995). During the last twenty years, there has been a lack of
research on this topic. To the best of our knowledge, the available literature lacks studies
looking into the code-choice in TV commercials. Two studies were conducted:
Bassiouney (2005) and Gully (1996). and these studies analyzed a limited number of
advertisements. Studies on language use in commercials have been undertaken in
countries with diglossic languages such as Switzerland, Pakistan and Indonesia.
Understanding how the Arabic language is used in Egypt with different social
classes enhances our perception when teaching Arabic as a foreign language in contexts
similar to what the native speakers use in daily life. This study will investigate how the
Arabic language levels are introduced in TV advertisements. The results of the study may
impact the methods of teaching and the designs of Arabic curriculums as the teachers and
curriculum designers need to have a clear vision about which code of language they
should use and in what context it is used and how varieties are co-existing in reality. It is
also recommended by Badawi 1995 to use TV advertisements in language training
programs for TAFL teachers.
As noted by Bassiouney (2005) TV advertisements are not spontaneous speech as
they are prepared. The producers of the advertisements are aware about which language
code may attract the targeted audience. TV advertisements are so important as they may
express a trend in a society toward the use of certain Arabic varieties. Linguistically, they
are spoken and carry the full features of language, such as phonological features that do
not exist in the written language of media or newspaper advertisements. The research on
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the discourse of the spoken language needs more investigation considering the lack of
research on this kind of discourse in Arabic as only a few studies have been conducted.
1-5 Research questions:
This study aims to answer the following research questions:
1-What are the levels of Arabic language that are used in Egyptian TV advertisements,
according to Badawi’s model?
2-What are the variables that determine code choice in Egyptian TV advertisements?
3-What are the functions of diglossic code switching in the TV advertisements?
1-6 Important definitions
Badawi’s Continuum: consists of the five levels that Badawi identified. They have no
definite borderlines and they gradually fade into each other in a “graded continuum”
Badawi (1973).
Diglossia: as Ferguson states (1959, p.332) “In many speech communities two or more
varieties of the same language are used by some speakers under different conditions.
Perhaps the most familiar example is standard language and regional dialect as used”. In
the diglossic situation, according to Ferguson there is a “high” variety (H), and a “low”
variety (L). Speakers of any language learn both varieties and are aware of the function of
each one
Code Switching: Meyerhoff (2006) introduces it as “the alternations between varieties or
codes across sentences or clause boundaries, often used as a cover term including code
mixing too” (Meyerhoff 2006, p.116)
Code Mixing: A term used alternatively with code switching, and can occur in
22
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conversations between speakers’ turns or within a single speaker’s turn. In the latter case,
it can occur between sentences (inter-sententially) or within a single sentence (intrasentential code- mixing sometimes called intra-sentential code switching) (Wardhaugh
2006, p.101-108)
The operational definitions: Code switching is a phenomenon whereby “sections in
one code are followed by sections in another one in the same conversation”, whereas
code mixing is the “mixing of different varieties within a single utterance or even within
a single word” (Mazaraani in Bassiouny 2006, p. 58). Cited by Tawakol. H (2013. p. 3)
Diglossic switching: is a part of code switching characterized by high predictably of
occurrence between two or more varieties of a language appealing to different situations
and with different addressees. Motivated by social and psychological factors, in order to
ease communication or reach the utmost effect on addresses.
Stereotype: Meyerhoff (2006) defines stereotype as “clear perceptions about the
features that differentiate linguistic varieties”. (p.22)
Stylistic device: The use of any of a variety of techniques to give an additional
and/or supplemental meaning or feeling. In this study, songs, dance and images are
considered stylistic devices in advertisements.
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Chapter II
Literature Review
2.1 The theory of Arabic language levels
Following Ferguson’s article on diglossia (1959), some researchers developed the
intermediate varieties theory, or the theory of Arabic language levels. As mentioned in
Mesieles (1980), some scholars, in an attempt to solve the problem of Arabic variation,
identified a triglossia in Arabic . Hanna-Gries (1971) identified three levels of Arabic: classical
Arabic; SA; and oral Arabic which are called dialects, colloquial and vernacular. Blanc (1960)
proposed intermediate language levels and relied on recordings to identify five language levels
of Arabic based on a grammatical framework. The data analyzed in Blanc’s work are from a
homogeneous group and not as varied as those cited by Mesieles (1980, p.118). The five levels
in Blanc (1960) are SA, modified classical, the elevated colloquial, the koinzed colloquial and
plain colloquial. Blanc (1960) noted the gradual transition between registers.
Similar to Blanc (1960), but from a sociolinguistics perspective, Badwai (1973) proposes a
continuum of five language levels that have no clear borderline between one another. Badawi
identifies the five levels of Arabic, which are: CA, MSA, CC, CE and CI based on a
sociolinguistic framework where he shows the relationship between the linguistic level and the
social class. Badawi considered education as the main variable that affects the language
production. The ability to use more levels of language – especially MSA and CC – is usually
associated with educational ability. Badawi states that the educated speaker can use more than
one language level according to their desired function or need, unlike uneducated speakers.
(Badawi 2012, p.122-123).
24
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Meiseles proposes a scale of four levels of Arabic based on “both linguistic and socialfunction criteria”. These four varieties of contemporary Arabic are: Literary (or Standard) Arabic
(LA), Sub-Standard Arabic, Educated Spoken Arabic and basic or plain vernacular.
(Meiseles1980, p.123)
Meiseles observes some distinctions to differentiate between varieties, especially between
ESA and the Oral Literary Arabic (OLA), which is closer to MSA. He considers that OLA and
ESA are “closely intertwined”, and suggests that word choice is one of the major distinctions
between the two levels. However, he finds that the greatest differentiator is sentence structure:
whilst in ESA it is dialectical “the LA nature is seen by a series of LA syntactical, morphological
and even phonological features marking the text” (Meiseles 1980. p.129). According to
Meiseles the best indicator for both ECA and OLA is the ‘word ending’: where the OLA tends to
restore the word ending, ESA does not.
Mitchell (1986) points out that the Educated Spoken Arabic is characterized by different
social motivations, such as the need of the speaker to establish a rapport with his interlocutor, or
“proclaim himself either educated and or of given regional provenance, or to respond
linguistically to the (in) formality of the situation” (Mitchell.p.7)
Mitchell claims that there is a continuum between MSA and ESA where there is some
overlap between the two, as well as between ESA and plain vernaculars. Among several
descriptions of ESA, Mitchell claims that speakers might modify their own vernaculars forms in
F-Style (Formal style), in a koineization scale in order to accommodate their speech with
interlocutors from other Arab countries. This stylistic scale “applies to inter Arabic across Arab
countries as much as to intra- Arabic of a given country” (Mitchell. .1986.p.27)
25

Code Choice in Egyptian TV Advertisement

In criticizing Mitchell (1986), Mejdell (2006) considers how he defines “style” on the
basis of linguistics alone rather than as a link between function and form. He further criticizes
“the excluding of certain items and features that occur in the data as too ‘high flown’ (SA) or
‘stigmatized’ (dialect), while other items are accepted without accounting for their presence”
(Mejdell 2006, p.50).
The difficulty of defining ‘levels’ of the continuum, especially ESA, has been discussed
by several scholars (Meiseles (1980), Holes (1995) and Mejdell (2006)). Holes commented “the
descriptive difficulty is that the language levels which constitute much of this speech
continuum (however one defines ‘level’ and however many levels one proposes) are
probabilistic, not absolute: in other words, the levels are constructs produced by the patterns of
simultaneous choices which speakers in a community make, in a consistent and predictable
way, in many linguistic variables.” (Holes. C 1995, P.280) Cited by Mejdell (2003, P.46)
2-2 Code -Switching and Code mixing:
Many linguists show an interest in variables that govern code switching and its
motivations. Bassiouney (2009) considered that diglossic code switching can be studied within
the framework of code switching and thus prefers to use the term code switching rather than the
‘diglossic switching’ that refers to the switching between MSA and other vernaculars.
Bassiouney cites a similar opinion of Mejdell (2006) in which he points out that code switching
should “encompass both varieties and different languages” (Bassiouney 2009, P.31).
Bassiouney discuses motivations and discourse functions in both classic CS and
diglossic switching. She summarizes Gumperz’s (1982) functions or purposes for code
switching as follows: 1- Quotations; 2- to specify the addressee as a recipient of the message;
26
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3- reiterations and interjections; 4- to qualify a message; 5- to differentiate between what is
personal and what is general. According to Gumperz (1976) and Weinreich (1953) “people
switch because of the environment around them or because of the nature of the speech event or
situation”. (Bassiouney 2009, p. 59-60)
Holes (1993) and Mejdell (1996) discuss the functions and motivations of diglossic
switches in detail and suggest “people often switch from MSA to ECA when giving examples,
explaining, rephrasing or commenting on a previous statement in MSA (Bassiouney 2009,
p.72). Holes (1993) claims that speakers always have ‘intentions’ and strategies, as they are
two factors that influence their language choice. The motivations of the code choice are also
presented in Mejdell’s (1999) concept where code choice is related to the way the person
perceives himself as well as perceives others. (Bassiouney 2009)
According to Meyerhoff (2006), code switching is constrained by the situation,
addressees-based and metaphorical motivations. A diglossic community is featured by high
predictability of domain-based code switching and she prefers to treat code switching as
distinct from diglossia. Meyerhoff claims that the situation is not enough to determine the code
that the speaker adopts as “speakers choose different styles of a language depending on where
they are, who they are talking to and what kind of impression or persona they want to
communicate to their interlocutor” (Meyerhoff 2006, p.116).
In Myers-Scotton’s (1993a) model, Matrix Language Frame Model (MLF) which aims
to identify the constraints of code switching, Myers-Scotton proposes that bilingual speakers
have differential activation of the two languages where both languages are not equally activated
all the time. In the (MLF) model, there is a pre-eminence of one language ‘a matrix or
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dominant language’ ML over the other language ‘embodied language’ EL during the language
processing (Myers-Scotton 1993a, p. 46-47).
In her work on social motivations for code switching Myers-Scotten (1993b) proposes a
theory of markedness model where “both speakers have a sense of markedness regarding the
available linguistic codes for any interaction but choose their codes based on the persona or
relation to others which they wish to have” (p.75). In her model, the predicted variety is the
unmarked one while the unpredicted is the marked. The aim of the speakers from switching
according to Myers-Scotton is to ‘minimize the cost and maximize rewards’.
Bassiouney (2013) references the markedness model (Myers-Scotton 1998-2005) in her
analysis of the social motivations in three mosque sermons in Egypt and the concept of
indexicality (Woolard 2004). According to Woolard 2004, the concept of indexicality applies
when “a specific code or form of language presupposes a certain social context, then the use of
that form may create the perception of such context where it did not exist before” (cited in
Bassiouney (2013)). Bassiouney argues that – unlike the markedness theory – sermons which
switch between ECA and SA posit certain indications that the speaker has a motivation.
Bassiouney concludes “there is a deliberate effort by the speaker- Sharaawy- to use talk as an
action or to be involved in what he says”. She notes a pattern of language used by the speaker
who is a famous preacher. She also notes that the speaker’s aim is to establish a one to one
relationship between him and the audience and between them and God, which needs the use of
more than one code.
According to Myers-Scotton and Ury (1977), there are three universal social arenas that
affect code choice: identity of the speaker or the addressee; the power that one has over others;
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and/or the power that others have over the speaker and transaction, which “depends on the
situation and the purpose of the speech”(Bassiouney 2006).
In her analysis of the functions of code switching in three types of monologues
(political speeches, sermons in mosques and university lectures), Bassiouney (2006) considers
the speaker’s identity and role as the most important factor that governs code choice. She
argues, “the speaker is the one who chooses the code to use” (p.234). In her discussion of the
relationship between the speaker and the audience, Bassiouney suggests that the role of the
speaker in a political speech or mosque sermon is to convince and to convey information, while
lecturers have a more restricted goal, which is to simply convey information. Bassiouney
concluded that people always switch from one direction, from ECA to MSA.
One of the interesting concepts presented in Bassiouney (2006) is the involvement
concept: that is, either ‘intentional involvement’ where the speaker uses what he says to
deliberately involve an audience, or unplanned involvement caused by the topic itself, so-called
‘non-intentional involvement’.
Al-Birini (2011) claims that the immediate context - speech event, speaker, or interlocutor
– does not govern CS between SA and Dialectal Arabic, unlike Bilingual CS. Al-Birini argues
that “speakers switch to the High variety (SA) when performing higher-order communicative
functions (e.g., quoting directly, lecturing, etc.) and to the Low variety (DA) when evoking loworder functions (e.g., scolding, joking, etc.)” (Al-Birini 2011, p.174).
2-3 Code-Choice in newspapers, written advertisements and opinion articles:
As mentioned previously, the language of TV advertisements in Arab countries lacks
29

Code Choice in Egyptian TV Advertisement

research. However, the study of written advertisements can shed some light on the variables
that affect the choice of certain varieties and patterns of code-choice and code switching in the
Arabic language. These patterns and variables are investigated in Abuhakima (2012), where he
collected data from 270 written advertisements in Jordanian and Palestinian daily newspapers
in 2012. Abuhakima identified five recognizable “patterns of language level and code”. These
patterns are: 1-SA, where the entire advertisement is in pure SA; 2-Code switching, where the
advert is in SA and the name of the product is in foreign language; 3-Code mixing, where the
advert is in SA and vernacular lexemes used, such as catchy phrases; 4- Code switching and
code mixing, which is a combination of both patterns; 5-English only.
These patterns show that both SA and the vernaculars are acceptable and used in the
investigated written advertisements. SA is still the most used variety. According to Abuhakima,
the study points out “The use of the vernacular in writing aligns with certain age groups, certain
businesses, and socio-economic statuses of the targeted audiences”. (Abuhakema, 2012, p.173)
In his investigation to the language of opinion articles in three Egyptian newspapers,
Elshami (2013) revisits Badawi’s model (1973) to investigate the linguistic reality in Egyptian
society. Elshami categorizes his data into MSA and non-MSA (NMSA) basis excluding the
phonological criteria used by Badawi (1973). His findings show that NMSA is incorporated at
different degrees in opinion articles. The results in Elshami reveal a change in the written
language of Egyptian newspapers, in which he finds that the language of Egyptian newspapers
has moved downward according to Badawi’s continuum and cannot be classified exclusively
under the MSA level. Similarly, Badawi (2012) has noticed signs of this change in some wellknown Egyptian newspapers.
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2-4 Code-Choice in TV in languages other than Arabic
There is an interest in studying the language of television in diglossic societies in
different areas in the world. Lee (1991) examined the voices of Swiss television commercials,
stating that: “the voices in the commercial in diglossic society such as German-speaking
Switzerland offer an interesting perspective in the sociolinguistic aspects of diglossia”. The
results of the study show that in the structure of commercial, more formal German dominates
the voiceover, and the action component is dominated by more localized Swiss varieties. The
study also points out “There are reflexes of ongoing changes in the relationship between formal
German and local varieties in Switzerland “(p.295)
In Mushtaq and Zahra (2012), a study of code mixing in Television commercials in three
Pakistani TV channels, the authors point out the importance of their study as their society has
people belonging to different regions and tend to speak a variety of languages. The research
objectives were to discover to extent to which code mixing takes place in TV advertisements
and its impact on the viewers. The researchers analyzed the data to determine the extent of code
mixing in commercials, and then distributed a questionnaire to 113 students belonging to
undergraduate university programs. The results of the study concluded that “code mixing is
prevalent in advertisements to a great extent and it leaves a very strong impact on the viewers
and serves the purpose of effective communication”
2-5 Code –Choice in Egyptian TV advertisements
Badawi (1995) investigates the language of commercials in the Egyptian TV in his pioneering
study. Badawi claims that TV advertising is the only activity in Egyptian society that equally targets all
classes every level of community in Egypt.
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Badawi examines the language use in a number of TV commercials using his theory
of Arabic language as a framework for his analysis. He investigates the generalizable patterns
that are associated with the use of every language level of his continuum. Badawi analyzes the
advertisements based on the variables of social context, type of products and the desired effect
of using specific language levels with certain social classes. He also examines code switching
in his data.
Badawi’s results reveal a tendency to use each level of Arabic in certain functions and
with certain products, e.g. the CC level is used for giving medical advice to a family on a brand
of toothpaste or baby diaper. Badawi explains that this is because the characteristics of the CC
level as a midpoint in his continuum contain a mixture of intimacy and non-intimacy. Badawi
claims that each language level plays a role in advertisements and use code switching according
to the characteristics of the specified level, and the expected or desired effect on audience.
Gully (1996) explores in his study “the discourse of Arabic advertisements” written and
visual media in Egypt. The study focuses on the relationship between language and cultural
representation in Egyptian advertisements with a special emphasis on the role of intertextuality.
It also assesses the effectiveness of using different language levels in commercials. In his study
conclusion, he states that:
“The study has also tempted to show that although some linguistic features are more likely
to be found in the language of Arabic advertising than in other varieties of Arabic, the language
of the former should not be seen as a violation of more standard forms of the language”. (P.42)
Gully (1996) investigates the language of some advertisements and considers its linguistic
features, such as in food oil and cars. He gives an outline of the main patterns and categories
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that he found for code- mixing in TV advertisements. These patterns are:1-ECA is favored in
dialogue between consumers; 2- SA is preferred for narratives with scientific nature; 3-SA or
ESA often occur during the course of a commercial whether in a voice-over or as part of a
scene involving consumers; to give key factual information about the product, either as being
read from the label or as a direct account of how the product was produced.
Gully introduces general patterns for code –mixing in advertisements. One of them; is
concerned with TV advertisements where SA is used throughout the advertisement but the final
slogan is said in ECA or a hybrid of two varieties. Another pattern is the advertisements that
use ECA but the final piece of information is in SA.
Following Badawi, Bassiouney (2005) examines the code- choice in 30 Egyptian TV
advertisements for different kinds of products. Bassiouney argues that advertisements play on
the attitude toward diglossic situation in Egyptian community, and speakers use more stylistic
devices when using a single variety. According to Bassiouney “code-switching is a devise in
itself and the diglossic switching is used consciously to create an effect on the target audience”.
Bassiouney argues that TV advertisements which are “pre-composed by nature” do not
reflect the real usage of language, but rather reflects the attitude of Egyptians toward the H
(MSA) and L (ECA). In fact, the attitude toward the language impacts the language code
choice, as the speakers tend consciously to use certain varieties of language based on their
attitude toward it. This is why Ferguson (1959) claimed that the H variety is prestigious, and
people use it in certain functions.
As can be seen in the literature, the producers of the advertisements use certain codes of
language consciously to target particular audiences: when they switch codes and use the
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language in different ways, they do this intentionally to attract the audience who for whom the
particular code will best resonate. Bassiouney (2005) in her conclusions states that:
“Advertisements serve as a good example to show the attitude and misconception of
Egyptians toward the use of H and L. The division of speech into levels related to education
only falls short in giving a thorough picture of the situation in Egypt although it reflects the
popular conception of the language situation and therefore the use of language in
advertisements.

However, producers appeal to popular beliefs, and that is why they are

successful”.
Bassiouney (2005) claims that the producers of advertisements stereotype certain social
classes and use the language to reflect this. In her conclusion of results, she claimed that
advertising executives appeal to popular beliefs. Switching codes is used as a devise to have the
greatest possible impact on any given audience.
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Chapter III
Methodology
3-1 Introduction:
This study attempts to investigate the code choice in Egyptian TV advertisement. It
is a descriptive and exploratory study which employs a qualitative analysis with some
frequency count to assess the language levels that are used in modern-day Egyptian TV
advertisements. Badawi’s model is used as a framework of analysis in order to identify
the language levels in every advertisement and distinguish between them. A qualitative
analysis is conducted to identify the variables that determine the code choice and the
functions of code switching.
The increasing number of private TV networks in Egypt has attracted advertisers from
big companies to use their channels, and the increase specialized local TV channels for
drama and movies that target the lesser educated social classes highlight the importance
of the study of the code choice in TV advertisements and provides the researcher with a
rich data set with which to undertake the analysis.
3-2 Data collection:
The data in this study consists of 220 Egyptian TV advertisements broadcast by
Egyptian TV networks, governmental such as Al Oula and Al Thanya, and private ones.
They were published on YouTube between 2012 to July 2017, although the majority were
broadcast in 2017. These channels are classified in this study under two types, type one
which includes giant TV networks (both government run and private) that are widely
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viewed such as CBC, Alnahar, MBC Masr and Alhayah. These channels are watched by
all social classes for several reasons: mainly because they broadcast the most recent TV
drama and news, plus they are well resourced.
The second type of channel considered for the purposes of this study are specialty
TV channels, which generally have with low budgets which introduce movies and drama
such as Alshasha  اﻟﺸﺎﺷﺔ، Cinema Ali Baba, ﻋﻠﻲ ﺑﺎﺑﺎ ﺳﯿﻨﻤﺎfamily drama دراﻣﺎ ﻓﺎﻣﯿﻠﻲ, in
addition to some cartoon channels for children, such as Moody Kids and Kooky Kids,
which usually carry generic content which has not been produced by the channel itself
(such as internationally syndicated children’s cartoons and films).
Most of the data chosen here -220 advertisements - were shown on Egyptian
channels during Ramadan month (June 2017), which is the favorite month for the
advertisers because Egyptian families gather in certain times of the day and watch TV,
especially in the evening. The following figures indicate the approximate broadcast dates
of the advertisements considered in this study:
•

148 advertisements in Ramadan 2017 and the first half of 2017, makes 67.27% of
the data
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•

29 advertisements in 2016 makes 13.18 % of the data.

•

8 advertisements in 2015 makes 3.6 % of the data

•

19 advertisements in 2014 makes 9 % of the data

•

12 advertisements in 2013 makes 5.45 % of the data

•

4 advertisements in 2012 makes 1.8 of the data.
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3-3 Sampling:
The products advertised in the data cover a wide range items and services being
offered on Egyptian television.
The subject of the advertising collected for the purposes of the study from the first
type TV channels can be categorized into ten broad areas including, but not limited, to
election campaigning, donations for hospitals, mobile communication companies, banks,
resorts and food. While the data in the second type is categorized in five categories:
including food and restaurants, cosmetics and mobile phones
Most of the advertisements considered for the purposes of this study - 173, around
78% of the dataset – were shown on the type one channels described above, while the rest
of these data were taken from the specialty “non-governmental” drama and movie
channels (47 advertisements). A few of these advertisements were also shown on type
one TV networks at the same time. The advertisements on type two TV channels are less
in number than in type one, repeatedly shown many times daily, and have lower
production budgets which disable them from broadcasting their own drama. More data is
selected from type one TV networks because all social classes in Egypt usually view
them, while the second type of channel usually targets certain social classes. The results
of analyzing each type are interpreted separately in tables.
It is worth mentioning that type two TV channels may also be seen by different types
of audiences from different social classes because they show old Arabic movies, and
sometimes new ones taken illegally from cinemas. These channels usually have limited
budgets and cannot afford to buy the rights of the new Egyptian movies.
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Most of the data are selected from the most recent advertisements in 2017: only 33%
advertisements from previous years (between 2012 and 2016) because some products did
not have enough advertisements in 2017. The researcher chose advertisements based on
both frequency of appearance on TV channels and types of products in order to cover a
broad range of commercials that interest most of social classes. Many of the selected
advertisements used to be viewed repeatedly at least two or three times per day in the
month of Ramadan on many TV channels, were also broadcast by the Egyptian radio
stations in Ramadan and for the two months that followed Ramadan.
To identify the publishing year, the researcher used the publishing date of the
advertisements on YouTube and if any advertisement was published in two different
years, the researcher considered the oldest date. Some of these advertisements, especially
on the type two channels, could last or appear for more than one year unlike on the type
one channels.
3-4 Criteria for identifying levels of the language that are used in each
advertisement:
The researcher used the features of every language level as mentioned in Badawi’s
model to analyze the data under investigation. To differentiate between levels, the
researcher used distinctions such as the phonological, syntactical and morphological
features-described by Badawi (1973) -to identify the level of every advertisement or even
a part of advertisement in all advertisements. For instance,
i.

For level one -CA-, the tendency to use verbal sentences, consistent use of case
marking, lexicon borrowing from Quran and heritage texts, the pronunciation of
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long vowels with suitable length and emphatic voices with high degree of
emphasis.
ii.

For level two - MSA - case marking, the choice of vocabulary and the type of
sentences such as using nominal sentences are examples of the major
characteristics for identifying level two

iii.

For Level three - CC -, The structure of the sentence and the usage of some
standard lexemes incorporated with some grammar features in colloquial, for
example using the prefix  ﺑـwith the present verb or using the article ?illī – اﻟﻠﻲ
that is used in colloquial and means which.

iv.

For level four - CE-, the researcher used the grammatical and phonological
features mentioned in Badawi such as changing the sound of  قinto glottal A or
 ء-hamza - and using the number system as used in colloquial.

v.

For level five - CI – the researcher used distinctions such as the phonological
features, clichés or readymade expressions besides the common words that are
frequently used in this level, and the simplicity of ideas that characterizes this
level.
When there is more than one level in a single advertisement, I count them all, unless

the appearance of a level is rare and not noticeable.
3-5 The procedures of analysis of the data:
In order to identify the language levels that are used in the data qualitative analysis is
conducted for all of the 220 TV advertisements. Upon identifying the levels, some
frequency count is made to understand the percentage of every language level in use in
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comparison with the other language levels, which adds descriptive data to better answer
the first research question.
The first research question: What are the levels of Arabic language that are used in
Egyptian TV advertisements, according to Badawi’s model?
To answer the first research question, the researcher identifies the total number of
incidents of each language level in all TV advertisements on type one and type two
channels. Upon identifying these incidents, the percentage of each language level is
calculated and compared to other language levels. Then a comparison between the code
choice in both types is presented in tables, with initial interpretation of the results.
The second research question: What are the variables that determine code-choice in
Egyptian TV advertisements?
To answer the second research question, the researcher identifies the number of
incidents of each language level in its category, the percentage of each language level
within its category, then the results are interpreted in light of the investigated variables
such as the nature of the advertised products and the different strata of addressees.
To answer the third research question: What are the functions of diglossic code
switching in the TV advertisements?
To answer the third research question, the researcher identifies the number of
advertisements that use two levels of language and the number of advertisements that use
three levels. Upon identifying the incidents of diglossic code switching in each category,
the percentage of code switching is calculated and compared to other categories. The
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results reveal the relationship between kinds of advertised products and the nature of the
language used. Based on a qualitative analysis, the functions of diglossic code switching
and code mixing in TV advertisements, patterns of language usage, and social
motivations of code switching are investigated.
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Chapter IV
Results and Discussion
4-1 Introduction

This chapter answers the three research questions: the first part answers the first
research question about the choices of Arabic levels that are used in Egyptian TV
advertisements. The second part of this chapter answers the second research question
about the variables that determine the code choice in TV advertisements. The third part of
this chapter answers the third research question about the functions of using mixed
varieties or diglossic code switching in TV advertisements.
To view the examples of TV advertisements that are discussed in the study, go to the
references to find the YouTube links. To read the full text of the presented examples in
this chapter, with transliteration and translation of the meaning go to Appendix A. To
read samples of Arabic scripts of Advertisements from different type one and type two
categories analyzed in this study, go to Appendix B.
Following the data collection process, all advertisements were transcribed in Arabic
and put into ten categories under the first type of TV networks and five categories under
the second type of TV channels. In each advertisement, Badawi’s model is used as a
framework to identify the incidents of every language level or levels that are used in the
specified advertisements. Type one and type two categories –with abbreviations -are:
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No. Category

Type one – 173 advertisements

1

Governmental

Campaign

Type two- 47 advertisements
for

Resorts

improving the government’s image
(GC)
2

Mobile networks (MN)

Food and Restaurants (F.R)

3

Charity foundations (CF)

Ceramic and Maintenance
(C.M)

4

Banks

Cosmetics

5

Resorts

Mobiles

6

Appliances

7

Ceramic, Cement and steel (CCS)

8

Food

9

Cars

10

Clothes and detergents (C.WP)

The first Research Question:
To answer the first research question, three tables are provided. The first table for type
one TV advertisements illustrates the number of advertisements in each category,
frequency of every language level and percentages of it, in addition to the total
percentage of each level in all categories. Results will be shown below.
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Table (1) - Language levels’ representations in type one TV networks (in 173
advertisements)
Categories /No. of

Incidents per

advertisements

category

GC

47

CA

-

30
MN

4

-

MSA

CC

40

24
Banks

16

8

26

12

2%

17%

55.31%

25.53%

-

-

2

2

50%

50%
-

2

9

9

20

5%

22.5%

22.5%

50%

-

1

3

12

6.25%

18.75%

75%

3

4

3

13

13%

17.39 %

13%

56.52

-

1

5

20

4%

19%

77%

1

5

7

8

4.76%

23.80%

33.33%

38%

1

4

22

4

3.22%

12.90 %

71 %

12.90%

4

3

10

4

19%

14%

48%

19%

3

3

8

-

21.42%

21.42%

57.14%

12
Resorts

23

17
Appliances

26

21
CCS

21

-

18
F

31

-

24
Cars

21

-

16
CWP

14

-

8
Total Levels
‘incidents -Levels’

CI level

1

3
CF

CE

-

244

5

26

43

140

30

incidents

2.05%

10.69%

17.69%

57.61%

12.29%

Percentages

The data shows that there are 243 incidents for the five language levels, in the 173
TV advertisements of type one. To identify the total percentages of each level the
percentage is calculated through dividing the total number of incidents of each level by the
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total number of incidents in all language levels, e.g. in the CC level, there are 43 incidents
divided by 243 = 17.69% for the CC level in type one, as illustrated above in table (1).
The coming results introduce an answer to the first research question; as follows:
1-The least percentage is for the CA level, with only 5 incidents, makes 2.05 %.
2- The MSA level is less in use with 25 incidents making 10.28 %. Which seems closer
to the CA level in percentages.
3- The CC level and level CI have relatively close percentages with 17.69 for the CC
level, and 12.34 for the CI level.
4-The highest percentage is for CE level, with 140 incidents, makes 57.61 %.
It is noticeable that there is a representation for all five levels in the dataset but to
varying degrees. In an attempt to interpret the different percentages of presence in TV
Advertisements, the researcher finds that using the CE level in 57% of advertisements
reflects the nature of type one channels and their popularity during Ramadan (when most
of the data were collected). The use by producers of CE to attract viewers, as the most
commonly used vernacular across different social classes, is perhaps understandable.
Although the above conclusion does not conflict with Badawi (1995), he found
that the CE level in his observations were used more than 70% of the time “either
singularly or in combinations with other levels”. The percentage in the current study is
57%, which is less than in Badawi’s study. However, he did not mention the number of
advertisements that were used in his study. The difference could be attributed to an
increase in the percentage of the CI level: Badawi (1995) stated that it has little number
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of advertisements in his observation.

A reason for observing an increase in the

percentage of the CI level in type one in the current study is the greater usage of the CI
level in the GC category at 25%, which raised the total percentage of using CI. A
discussion of this will be presented in answering question 2, below.
The very low percentage of the CA level is expected considering the rarity of the
situations that CA could be used in real life or in commercial activates. Still it is more
noticeable here than in Badawi’s study in 1995.
In the second type of specialty TV channels the results are as follows:
Table (2)- Language levels’ representations in type two TV networks (47 advertisements)
Categories/No. of

Level’s

advertisements

incidents

per category

per

CA

MSA

CC

CE

CI

-

1

5

6

-

Category
Resorts

12

6

8.33%

F.R

29

-

23

2

41.66%
-

6.89%

C.M

11

-

6

1

11

-

7
22.13%

-

9%

Cosmetics

50%

-

9
5

-

3

1

-

20%

Total

Levels

‘incidents (68) –

68

-

5
7.35 %

5
7.35%

68.96%

4

6

36%

55%

2

9

18.18%

Mob

20

81.81%

2

2

40%

40%

21

37

30.88%

54.41%

Levels’
Percentage

In the type two TV advertisements the data shows that there are 68 incidents for the
five language levels, in the 47 TV advertisements. Table (2) above shows the number of
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advertisements in each category, the frequency of each language level in every category
and its percentage, in addition to the total percentage of each language level in type two.
The data shows the percentages of language levels as follows:
i.

Level 1 (CA) has no occurrence at all.

ii.

The least percentage is for MSA and CC level with only five incidents makes
7.35% for each of them

iii.

The CE level is the second in use with 21 incidents makes 30.38%. This
percentage is not low and attributed to using the CE level in types of products
or services such as resorts that attract middle social classes who are mostly
educated.

iv.

The highest percentage is for the CI level, with 37 incidents, makes 54.41%,
this result is attributed to the nature of type two channels, which attracts more
audience from uneducated social classes. The thing that motivates the
producers of these advertisements to choose a language variety that suits the
expected type of audience, in addition to the nature of products that belongs to
small companies and usually sold for low prices and lower quality. The CI
level is used singularly in half of the advertisements of type two TV channels
and in combination with other levels in the other half. This is attributable to
the nature of products, and also because sometimes these channels are viewed
by some of the middle class.

Table (3) presents a comparison of the percentages of use for language levels in type one
and type two:
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Table (3)- Results’ comparison of language levels
Language

CA

MSA

CC

CE

CI

Type 1

2.05

10.28

17.69

57.61

12.34

Type 2

-

7.35

7.35

30.88

54.41

levels/percentages

Interpreting these results, the clearest difference is that on type one channels the
highest occurrence of language used is the CE level, while on type two the highest is the
CI level. The second significant difference is that the use of the MSA level and the CC
level in type two is limited at around 7% of occurrences and illustrating that these levels
of speech are not much considered in describing the advertised products in that type of
TV channels. While in type one the CC level and the CI level have an adequate interest
from the producers of these advertisements, what is noticeable in the percentage of the CI
level is that the most use of CI was in the GC category. It is possible to argue that this is
because government campaigns attempt to address all levels of society with an explicit
aim of convincing all people about the government’s policies.
Second research question:
An analysis of the variables that determine code-choice in TV advertisements:
The analysis of the choice of the CA level in advertisements, in both type one and
type two TV channels:
The least number of incidents are for the CA level with only five incidents out of
243 in type one: two incidents are in the category of charity foundations and three
incidents in the category of resorts. Using Classical Arabic in the charity donations
advertisements matches with Badawi’s (1995) description for the situation that he
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observed for level one in his study, with some differences in the characteristics used in
the 2017 advertisements that used CA level where the preachers who presented these
advertisements used CA mixed with CE level to address the audience. This is discussed
further in relation to the third question, below.
In the other three CA level incidents such as the resorts category, the CA level is the
only variety that is used in the unit of these advertisements. The three advertisements are
for two large companies. Two advertisements use CA with a persuasive message stating
the merits of having a house and living on an island on the north coast of Egypt,
describing the amazing nature there. In a message accompanied with images for the place
as a paralinguistic device. The third advertisement (see below), relies only on using CA
as a linguistic device with the phonological and syntactical features of CA through use of
a number of verbal sentences with case markers, and pronouncing the short and long
vowels with suitable duration according to the rules of CA as well as other sounds such
as the ṭ  طas an emphatic voice in xuṭwah ﺧﻄﻮة. This advertisement uses music and a
scene for a pretty girl riding a horse to emphasise the power, speed and beauty of their
projects: the voiceover describes the advantages of the company, such as the speed of
their work and how they exceed their clients’ expectations (for full text of Example 1 see
Appendix A).
In Example 1, there are some characteristics of CA that provide strong distinctions
between the language of the advertisement and MSA, and these distinctions align with
what is mentioned in Badawi (1973):
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-Verbal sentences are used in most of the sentences, which features the CA level, unlike
the MSA that tends to use nominal sentence mostly (as mentioned in Badawi 1973- 2012,
p.131).e.g.
ُ ﺑﺈﯾﻘﺎع ﺳﺮﯾﻊ وﻧﺴﺎﺑ
،  ﺗﺘﻨﺎﻏ ُﻢ اﻷﻓﻜﺎر.ق ﻣﺴﺘﻮى اﻟﻄﻤﻮﺣﺎت
ﻧﻌﻤ ُﻞ
َ  ﻟﻨﻌﻠ َﻮ ﻓﻮ،  وﻧﺒﻨﻲ ﻛ َﻞ ﯾﻮم،ﻖ داﺋﻤﺎ ً ﺑ ُﺨﻄﻮة
َ ﻖ اﻟﺰﻣﻦ ؛ ﻟِﻨﺴﺒ
ٍ
ُ وﺗﺘﻮاﻓ
. وﺗﺒﻘﻰ ﺛﻘﺔ ﻋﻤﻼﺋﻨﺎ ھﻲ اﻟﻘﯿﻤﺔُ اﻟﺤﻘﯿﻘﯿﺔ، ﻖ اﻟﺮؤى
/naʕmalu biʔīqāʕin sarīʕ wa-nusābiqu (ʔa)z-zaman; li-nasbiqa dāʔiman bixuṭwah, wa-nabnī
kulla yawm, li-naʕluwa fawqa mustawā (ʔa)ṭ-ṭumūḥāt. tatanāƔamu (ʔa)l-ʔafkār,
watatawāfaqu (ʔa)r-ruʔā, watabqā θiqatu ʕumalāʔinā hiya (ʔa)l-qīmatu (ʔa)l-ḥaqīqiyyah./
‘We work in a fast pace chasing time to always be one step ahead and build in everyday;
to rise above the level of ambitions; ideas blend, visions correspond yet the trust of our
clients remains our true value’
- Case marking and case endings are used in all sentences, except for the last word in
each sentence where it is pronounced with Sukūn, Badawi (1973) described use of a
Sukūn rather than the usual case ending as one of the defining features of MSA, and as a
way of distinguishing between MSA and CA (Badawi 2012. P.169).
- Long vowels are used with suitable degrees of length, more than it is usually used in
ُ
MSA e.g /wa nusābiqu/ وﻧﺳﺎﺑق
and /(ʔa)ṭ-ṭumūḥāt / اﻟطﻣوﺣﺎت
-Phonological features such as using the emphatic voice with a high degree of emphatic
like the ṭ  طand ẓ  ظwhich are observed in word such as /(ʔa)ṭ-ṭumūḥāt /  اﻟطﻣوﺣﺎت, and
/laḥẓa/  ﻟﺣظﺔ. The ẓ  ظis also produced exactly as it should be as interdental consonant in
CA , e.g. the word /laḥẓa/ in the first sentence. ﻛل ﻟﺣظﺔ
ِ ﻋﯾنٌ ﺗرى اﻟﻣﺳﺗﻘﺑ َل ﻓﻲ
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/ʕaynun tarā (ʔa)l-mustaqbala fī kuli laḥẓah/
‘An eye that observes the future in every moment’
In this example, the producer of the advertisement uses CA mainly as a prestigious
variety in order to create an effect on the addressees by associating company’s brand with
the prestige of CA as the role model of H variety. His aim is for viewers of the
advertisement to identify the company with the trust implied by use of CA.
The research suggests that the use of CA in the dataset is connected with playing on
the stereotyped notion of CA as the H variety or model that is suitable to restigious
brands or topics related to Islamic guidance. This applies on both the producers of these
advertisements and the addressees, because the producers choose codes of language
based on their knowledge of the common ideas about language in the society. Bassiuoney
(2005) argues that advertisements show the misconception of Egyptians toward the use of
H and L. Advertisements which use CA are further evidence of this misconception,.
Instead of attracting the addressees, the use of CA becomes a barrier, especially with the
less educated social classes, and unlike most of the advertisements in the resort category
which use CE level to create a level of intimacy with the audience.
Classical Arabic is not a common language in advertisements or in daily life
situations. The researcher considers using it as code switching even if it used in the entire
unit of the advertisement. The main variables that constrains the choice of CA in the
investigated advertisements are the nature of speech event (such as in advertisements for
donations, where there is a need to use quotations from the language of Quran and the
speaker is presenting an image which is expected to be associated with the use of CA as a
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language of the Quran. Another variable is a metaphorical motivation, which is
associating an advertised product with the language of Islam in order to build trust.
The analysis of the choice of the MSA level in advertisements, in both type one
and type two TV channels:
The use of MSA level is constrained to certain patterns in code switching in most of
the investigated advertisements. Usually, MSA is used on the level of a sentence at the
end of an advertisement, either as a slogan or to present information such as the address
of a restaurant or the way of sending money to a charitable foundation. Sometimes more
than this, MSA is used as a spoken paragraph at the end of some advertisements to state
the previous achievements of the charitable organization, describing the importance of its
role or sometimes the donors of the campaign through a voiceover. It depends on the
duration of the advertisement: most usually last around 30 seconds, but advertisements
for charity are usually around a minute and a half, providing more opportunity to the
producers of advertisements to use different varieties inside the single advertisement.
The charity advertisements are usually highly presented in the month of Ramadan in
different times of the day but especially at nighttime, which is the peak in Ramadan. As
an example, an advertisement might start with a scene for a story of a sick child with
cancer, uses the CE level, then an explanation of the needs or treatment in the CC level,
before ending with MSA to request donations and emphasize the importance and ways of
sending donations.
MSA is used also exclusively in some advertisements especially in the CCS
category, where the advertisements use a voiceover to deliver a message to the audience
on the history of the company, its achievements and the advantages of buying the product
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aiming at giving the feeling of trust through using MSA as a H or prestigious language.
Another reason to use MSA could be the need to express some scientific or technological
topics, with lexicon not usually used in colloquial dialects. In our study, MSA is never
used in an interaction situation, always as a voice over.
Example 2- an advertisement for a steel company: an example of using MSA
exclusively in some advertisements in the CCS category in which the advertisement uses
a voiceover accompanied with images from the factory.
In this example, the voice over lists the features of the company, its experience and
large production using MSA with some case marking and the right use of numbers’
system in MSA, e.g.
إﻧﺘﺎج ﺳﻨﻮي
أﻟﻒ طُﻦ
ِ أﻛﺜ ُﺮ ﻣﻦ ﺳﺒﻌﻤﺌﺔ
ٍ
/ʔakθaru min sabʕimiʔati ʔalfu ṭunn ʔintāgin sanawiyy/
‘More than seven thousand tons of production annually'
The use of case marking is for the first word in each sentence in most sentences,
which are incomplete sentences and usually start with a subject and the predicate is
أد ﱡ
understood from the context, or th e opposite order, e.g. ق ﺗﻄﺒﯿﻖ ﻟﻤﻌﺎﯾﯿﺮ اﻷﻣﺎن
/adaqqu ṭaṭbīq li-maʕāyīri (ʔa)l-ʔamān/
‘The most accurate implementation of safety standards’
أﻋﻠﻰ ﺟﻮدة ﻓﻰ ﺻﻨﺎﻋ ِﺔ اﻟﺼﻠﺐ
/ʔaʕlā gawdah fī ṣināʕati (ʔa)ṣ-ṣulb /
‘The highest quality in the steel industry’
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Badawi characterizes MSA with the fewer use of case marking or misuse of them, and
the preference for using Sukūn. (Badawi, 2012. p.169). As seen in previous extracts, the
advertisement uses nominal sentences exclusively, which is preferred in use in MSA as
mentioned in Badawi (1973). Phonologically, some voices appear as in MSA features
such as the g  جwhich pronounced as in MSA or in Cairo dialect and ṣ  صwith less
emphatic degree than in CA level. However, sometimes the advertisement uses some
features of CA such as in the number that is used correctly as CA. The boundaries
between levels in Badawi’s continuum are not rigid which causes some uncertainty
because of the similarity that could affect our identification of certain levels, but the
distinctions between levels and how much the features of each level are represented in a
specific advertisement are guidelines to support the researcher’s identification of levels.
The same steel company: اﻟﻤﺮاﻛﺒﻲ ﻟﻠﺼُﻠﺐ/ʔal-marākbī lil-ṣulb/ ‘AlMarakby for steel’
broadcast other advertisements in the CI level- as can be seen in Appendix B- CCS
category-, which may explain the use of MSA as a reflection of Egyptians’ perception of
MSA as a prestigious variety that could reflect trust as a desired effect on the audience.
The company used two different patterns of advertisements: one to create familiarity with
a sense of humor using the CI level; and the other with MSA to prove capability and
power to the targeted consumers.
In type two TV networks, the use of MSA level is constrained by code mixing in
most cases. And, there is a certain degree of using lexicon from MSA inserted in the unit
of advertisements that use CI Level; mostly as a sign of the good quality of the product or
high standards of the place; such as in restaurants, aiming to create the best impression on
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the audience. Also, lexicon borrowing from MSA is one of the features of the colloquial
of illiterates, as mentioned in Badawi (1973) expressions or collocations are used by the
uneducated social classes following their exposure to a word or phrase via the media
(Badawi,1973-2012. p.214). In some advertisements, The MSA is used to describe the
technological features of a product. For example, in mobile phone advertisements which,
in some cases, are mixed with the CI level and that brings us again to the present change
in the two patterns of moving between levels as suggested by Badawi (1973). More
elaboration on this issue is discussed in the answer of the third question.
MSA is also little used, which highlights the current situation of MSA in Egyptian
society, where it is not mastered by the majority of Egyptians who can understand but
cannot produce it well. As a result, it is avoided as a prominent linguistic device even as a
voiceover in advertisements. This result contradicts Gully (1995) who found SA as
preferred for narrative advertisements of scientific nature. Gully points out “SA (or ESA)
often occurs during the course of a commercial whether in a voiceover or as a part of a
scene involving consumers, to give key factual information about the products” (p.18).
According to our research, this is not the case currently, with MSA underemployed in
both types of TV advertisements that target different social strata.
The variables that determine the code choice of MSA in type one TV advertisements
are as the same as noticed in the analysis of CA level; metaphorical variables, which aim
to associate advertised products with means of prestige in order to build trust, similarly
MSA is used in type two but as an embodied variety to give the means of prestige and
trust too.
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An analysis of the choice of the CC level in Advertisements, in both types of TV
channels:
The investigated data shows a tendency to use CC mixed with other varieties. The
CC level is used once in few advertisements, only ten advertisements in type one TV
networks (which includes 173 advertisements). Some of these advertisements are similar
in nature to the examples that were examined in Badawi 1995, such as giving a medical
advice in a friendly manner suitable to the nature of the CC level, which carries both
intimacy and the ability to express scientific topics. However, it is noted in this study that
some advertisements that use CC exclusively tend to use it as an alternate to MSA, with
the same aim of using MSA as a prestigious variety associated with expressing meanings
such as pride and power and stating ideas as facts. This is noted in advertisements of
categories such as GC and CCS in type one. While in advertisements that mix CC with
other varieties there is usually a tendency to be more intimate and sometimes express a
sense of humor, such as the coming example -Example 3-in food category for tomato
sauce.
In this example, the voiceover is by a woman who is not common in advertisements,
especially in MSA and CC levels. The commercial uses a stylistic device with music and
scenes in high quality to attract the addressees who are mostly from educated levels of
society, because the product is not cheap and the lexicon that is used generally mid or
high level MSA, e.g. lexicons such as in:  إﺗﻘﺎء ﻟﻐﻀﺒﮭﺎ.. ﻣﺮﺣﻠﺔ اﻟﻐﻠﯿﺎن
/ marḥalti (ʔ)il-Ɣalayān.. ʔitiqāʔan li-Ɣaḍabhā /
‘boiling statue ..Saliva runs to cool it’
also in :  اﻻﻟﻮان ﺗﺒﮭﺖ،  اﻻﯾﻘﺎع ﯾﻘﻊ،اﻟﻨﻔﺲ ﺗﺘﺴﺪ
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/ ʔin-nifs titsadd, ʔil-ʔiqāʕ yuʔaʕ,ʔil-ʔlwān tibhat /
‘Soul is blocked, rhythm is broken, and colors are fading’
These sentences are used to express the value of this kind of sauce. Then, the
switch happens, and the voiceover starts to use the CE level to state the Egyptian food
that can be done with this magic sauce, e.g.:
 اﻟﺨﻀﺎر ﯾﻘﻠﺐ ﺗﻮرﻟﻰ و اﻟﻜﺮﯾﺐ ﻟﻤﺎ ﯾﺠﺮى ﻓﯿﮫ اﻟﺪم،  اﻟﺒﺘﻨﺠﺎن ﯾﺒﻘﻲ ﻣﺴﻘﻌﮫ، ﯾﻌﻨﻰ اﻣﺎ ﺗﺮد اﻟﺮوح ﻓﻲ اﻟﻮﯾﻜﺎ ﺗﺒﻘﻲ ﺑﺎﻣﯿﮫ
 اﻟﺼﻠﺼﮫ اﻟﺤﻠﻮة ﺑﺲ اﻟﻠﻰ ﺗﻌﻤﻞ ﻣﻦ اﻻﻛﻞ طﺒﺨﮫ، ﯾﺒﻘﻰ ﻛﺎﻧﯿﻠﻮﻧﻰ
/ yaʕnī ʔammā turudd (ʔ)i r-rūḥ fi (ʔ)il-wīkah tibʔa bamyah, ʔil-bitingān yibʔa misaʔʔaʕah,
ʔil-xuḍār yiʔlib turlī, wi (ʔ)il-krib lammā yigrī fīh ʔid-dam yibʔa kanilūnī, ʔiṣ-ṣalṣah ʔilḥilwah bass ʔillī tiʕmil min ʔil-ʔakl ṭabxah/
The CC is used in this advertisement as a linguistic device to attract the audience and
lend an air of importance and quality to the product.
Bassiouney (2005) claims that CS is used as a linguistic device to create an effect on
the audience. Unlike Bassiouney (2005), in such an advertisement, this researcher tends
to consider the CC level here as a linguistic device in itself without looking to the CE
level that is used after it in the same advertisement. The CC level is the intended device
for the commercial, because it expresses the main functions here, attracting audience and
giving a prestigious feature to the product, taking into account the music and scenes that
work as a supportive tool to the main linguistic device with CC.
In type two TV channels, the CC level is used in the resorts’ advertisements
category: in four out of six advertisements investigated in that category, CC is used with
mixed varieties in the investigated advertisements. The CC is used to give an impression
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that the level of resort is not low and is suitable for middle class customers seeking
inexpensive luxuty. An example of this is for a resort on the north coast in Example 4:
In this advertisement, the desired effect on the audience is well planned through its
use of language. The CC level is usually associated with education and requires use and
understanding of MSA plus the social factor: the ambitious nature of the middle class in
Egypt, urging them to dream of moving up the social hierarchy and attain a luxurious life
which they cannot afford. The commercial plays on these aspirations by stating the good
features of the resort with emphasis on the low price of the apartments there. When
stating the good qualities of the place, the advertisement uses CC, such as in:
وﻣﺴﺎﺣﺔ ﻣﺎﺋﯿﺔ ﻛﻤﺎن وﺟﺎﻛﻮزي وﻛﻤﺎن ﺳﺒﺎ
/wi-misāḥa maʔiyya kamān wi Jacuzzi wi kamān Spa/
Also in: روﻣﺎرﯾﻨﺎ اﻟﺮﻓﺎھﯿﺔ ﺑﯿﻦ أﯾﺪﯾﻚ
/romarina er-rafāheya bēn ʔedēk/
In the previous phrases, there is some use of MSA lexicon such as:/misāḥah
maʔiyyah/ combined with colloquial lexeme: /kamān /. When stating the low price, the
advertisement uses expressions from low area of CE level closer to the CI level and could
be used in both levels such as: affordable /ʕalā ʔadd (ʔ)il-ʔīd/ ﻋﻠﻲ أد اﻹﯾﺪ
This advert serves as a good example of using code mixing in what it seems to be
chaotic style but in fact, the advertisement uses every level with the right function. It uses
a song as stylistic device (common in most advertisements in type two) and starts with
intra-sentential code mixing using a sentence from the CE level
ﯾﻼ ﺑﯿﻨﺎ ﺑﯿﻨﺎ ﱠ
ﱠ
ﯾﻼ ﺑﯿﻨﺎ ﻧﺤﺠﺰ وﺣﺪة ﻓﺮوﻣﺎرﯾﻨﺎ
/yallā bīnā yallā bīnā, niḥgiz wiḥdah fi-rūmarīna/
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‘Let’s go; let’s go, to reserve a property in Romarina’
but the sentence has a word from the MSA A unit /wiḥdah / وﺣﺪة, then the ad uses CC
level in stating the good features as a persuasive strategy with stressing on the low price
by using the CE level /ʕala ʔadd (ʔ)il-ʔīd/ ‘ ﻋﻠﻲ أد اﻹﯾﺪaffordable’, then back to state the
features in the CC level such as,
 وﻣﺴﺎﺣﺔ ﻣﺎﺋﯿﺔ ﻛﻤﺎن وﺟﺎﻛﻮزي وﻛﻤﺎن ﺳﺒﺎ، ﻓﯿﮭﺎ أﻛﻮا ﺑﺎرك ﺣﻤﺎﻣﺎت ﺳﺒﺎﺣﺔ ﻛﻤﺎن وﻣﻄﺎﻋﻢ وﻛﺎﻓﯿﮭﺎت
/fīhā Aqua park, hamamāt sibāḥa kamān wi maṭāʕim wi kafīhāt wi misāḥa maʔiyya kamān
wi Jacuzzi wi kamān Spa/
‘It has restaurants, cafes, areas of water, jacuzzi’
Finally the advertisement uses CC to be precise in mentioning the method of
payment, and ends up with two sentences from MSA to give a prestige to the company:
mentioning that the company has partnerships with Arab gulf companies,
روﻓﯿﺪا اﻟﻌﻘﺎرﯾﺔ ﺛﻤﺮة اﻟﺘﻌﺎون اﻟﺨﻠﯿﺠﻲ
/rofayda ʔil-ʕaqāriyya θamarat ʔil-taʕāwun ʔil-xalīgī/
The producer of this advertisement used the mixed varieties carefully to send his
message clearly in a systematic way, moving between levels of language according to the
purpose of the utterance in question. He avoids using different lexicon from English
language as in advertisements for expensive resorts in type one (see Appendix A, Resorts
category), these advertisements usually target addressees using some code mixing with
English language to express the richness of the advertised compound or resort. Without
trying to mention the price, as it is not affecting the decision of buyers who are wealthy
enough to buy very expensive flats or villas.
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The variables that rule govern the use of CC in TV advertisements in both types are
similar: the nature of the product which is neither cheap nor particularly expensive, thus
motivates the producers of advertisements to use a level that is at a mid point of the
language to express some degree of prestige whilst maintaining a sense of intimacy. The
addressees are the other factor that affects the choice of CC, as these advertisements
target the middle class which is usually educated and the CC level is suitable for them. In
some advertisements, the CC level could address some of the uneducated classes with an
aim to give them an impression that they would move up in social strata if they bought
such a product, e.g. the resort advertisements in type two such as Example 4. It is worth
mentioning that Badawi (1995) noted similarly that advertisements play on the
aspirations of the audience and use MSA to express prestige that targeted addressees
could reach with buying the advertised goods. The language situation in today Egypt is
currently different and the Arabic language has moved downward due to the declining
use of SA in media and education. The MSA is not used in this context to persuade
people of the possibility of moving up in strata because lower social classes lack
competence in MSA. Thus, producers prefer to use CC rather than MSA in their content.
An analysis of the choice of the CE level in advertisements in both type one and type
two TV channels:
The CE level is used with high frequency in all the categories of type one TV
networks. The most usage of this level is in Banks and Appliances categories with around
75% in each category. The thing that seems suitable to the nature of CE is that it is the
main code and the standard day to day language used by Egyptians. CE by nature is the
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spoken language between all social classes in Egypt no matter their level of education.
While in Badawi (1995) he noted using CC for banks’ advertisements, the results of this
study show different use in the Banks category with the highest frequency for CE. This
different result may represent a change in society where we see greater use of CE in
advertisements. Perhaps the use of CC level now is shortened in advertisements and in
society more than what it was 20 years ago. This result is based on the study’s approach
that considers TV advertisements as one of the genres that works as an indicator of the
language used in society
One of the major advertising campaigns for banks used the level 4 to create intimacy
and encourage youth to deal with banks and build careers through taking loans from
banks in order to fund their own business. The advertisements for Bank EGP are a very
popular campaign of advertisements broadcast during Ramadan, creating situations
similar to real life through a young character named Ofa. Ofa is a nickname usually given
to kids while at university which illustrates his situation in a family that underestimates
his age, an analysis of one of these advertisements will reveal the variable that constrains
using the CE level in these advertisements.
In Example 5 for EG Bank, the father ignores the son’s choice at the juice shop and
orders mango juice for him, and the voice over representing the bank says that the bank
respects you and gives you smart solutions:
إﯾﺠﻲ ﺑﻨﻚ ﻋﻨﺪو ﺣﻠﻮل ﺳﮭﻠﺔ وزﻛﯿﺔ ﻟﻠﺸﺒﺎب. إﻧﺖَ ﻣﺎﺣ ﱢﺪش ﺑﯿﻌﻤﻠﻠﻚ ﺣﺴﺎب إﺣﻨﺎ ﻋﻤﻠﻨﺎﻟﻚ ﺣﺴﺎب
/ʔinta maḥaddiʃ bi-yiʕmillak ḥisāb.. ʔiḥna ʕamalnālak ḥisāb. Egy Bank ʕandu ḥulūl sahlah
wi zakiyyah lil-ʃabāb/
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‘No one is giving you importance, but we are. EG BANK has easy and smart solutions for
young people’.
Here we see the advertiser implying consideration of new and mostly small business
and taking loans from the bank to build your career and gain the desired respect of your
community. The advertisement is one of many advertisements that use humor in different
ways, here, through paradox in taking the opposed direction to the youth desires, which is
unexpected, Such as in:
.ھﺎﺧﺪ ﻗﺼﺐ
ﺧﻤﺴﮫ ﻣﺎﻧﺠﮫ ﯾﺎرﯾﺲ. ﻗﺼﺐ آل. ﻗﺼﺐ إﯾﮫ وﺑﺘﺎع إﯾﮫ. إﺣﻨﺎ ﺑﺘﻮع ﻗﺼﺐ
/hāxud ʔaṣab/
/xamsah manga ya-rayyis. ʔaṣab ʔīh wi-btāʕ ʔīh? ʔaṣab ʔāl. ʔiḥna bitūʕ ʔaṣab/.
‘I’m taking sugar cane juice’
‘We are not sugar cane drinkers. What do you mean, sugar cane!! Five mango juices,
mister’
This campaign was one of the most popular advertising campaigns in Ramadan
2017. Almost all advertisements for three other banks used CE level with a sense of
humor in different contexts in order to create intimacy and encourage youth and fresh
graduates to sign up with them. Since these advertisements are targeting young people
there is no need to use higher levels in the continuum of Arabic language. Our study finds
that in using the CE level in advertising categories, such as banks and appliances, age is
an important determinant of the level used.
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In type two, the CE level is used in all advertisements for resorts mixed with CC,
unlike other categories of type two TV channels where CE is mostly mixed with CI. In
this type, CE is used with a frequency of 30% due to the nature of some viewers (middle
class) for these type of channels. It is expected to use CE mixed with CI because CE is
the nearest level to CI and the two levels may combine in many contexts in a normal way.
The main variables that motivate the choice of CE in the dataset are the nature of the
advertised services and products, and the age of addressees and their social class. The use
of CE occurs with high percentage in categories such as in appliances as it targets the
youth who are about to marry and need to buy such products, at the same time these
products are not cheap, so middle or higher classes are also targeted customers as they
can afford it.
An analysis of the choice of the CI level in advertisements, in both type one and
type two TV channels:
With around 55%, CI constitutes the main body of type two advertisements. CI is
used in four categories (out of five categories), whether it is used singly, or mixed with
CE mostly and sometimes with MSA (only 3 times). The traditional features of CI as
described by Badawi (1973) can be seen in some of these advertisements as in an
example for a restaurant advertisement as presented with the discussion of the third
question.
An example of the use of CI in type two TV channels is in the category of cosmetics
where it is used 83% of the time. In this category the language is intended to address the
youth as targeted customers for hair products and cosmetics for girls. The products are
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usually inexpensive, and the targeted customers are mostly uneducated or of lower social
classes. The advertisements use CI but usually in a fast style which reflects the way the
youth normally speak, and with a stylistic device of a song by a group of singers (or a
female singer in the case of cosmetics) addressing the viewer in fast sentences and urging
him or her to buy the product. Another stylistic device is the use of choreography by
singers or some female dancers or both. The atmosphere of these advertisements is young
and dynamic: they target the young in a language they understand, set to a soundtrack of
songs especially popular and well-known among the lower social classes called
/mahragānāt/ﻣﮭﺮﺟﺎﻧﺎت, the word that means festivals. /mahragānāt / is a
“Technetronic folk music” which is a genre of electronic or techno dance music that
originated in Cairo in 2007 with DJs music played at weddings in poor areas of Cairo, and
then spread after the revolution of 2011 between youth even from higher social classes.
However, mahragānāt music is controversial and never played on formal occasions. The
next advertisement is a good example of the use of these types of stylistic device.
In this example- Example 6- the use of the song is a device which carries the
linguistic message alongside the choreography. There is no clear content or scientific
description to the hair gel, it is just stating that the gel gives a bountiful look and has
amazing ingredients /tarkībah rahībah/()ﺗﺮﻛﯿﺒﺔ رھﯿﺒﺔ, and the gel is famous and has a good
reputation in one word /misammaʕ/ (  )ﻣﺴ ﱠﻤﻊ. The use of CI has some phonological
features known for CI such as changing the θ  ثvoice into s س, and give more emphatic
to emphatic voices such as the ṭ  ط/mitzabbaṭ / , e.g. in:
 ﻟﻮ ﺷﻌﺮك ﻣﺶ ﻣﺘﺰﺑﻂ ﻋﺎﯾﺰ ﻟﻤﺴﺔ ﻣﻦ اﻟﻔﻨﺎن.ﻣﺶ ھﻨﻜﺴﻞ ﻣﺶ ھﻨﻤﺜﻞ ﯾﺎﻻ ھﻨﺨﺮج زي زﻣﺎن
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/miʃ ha-nkassil miʃ ha-nmassil. yallā ha-nuxrug zayy zamān. law ʃaʕrak miʃ mitzabbaṭ
ʕāyiz lamsah min (ʔ)il-fannān/
'we are not slowing down we’re are not acting down we’re going out like old days’
Moreover, some morphological features described in Badawi’s model are noticed.
The advertisement carries a simple message with few words and tends to use clichés. For
example: ﺗﺮﻛﯿﺒﺔ رھﯿﺒﺔ ﻓﻲ ﻓﯿﺎﻧﺴﯿﮫ ﻗﻠﻨﺎ أﻛﺘﺮ ﻣﻦ ﻛﺪه إﯾﮫ
/tarkībah rahībah fi Fiancée. ʔulnā ʔaktar min kidah ʔīh ?/
-‘An amazing formula tell us what is better’
In another example from a type one advertisements for a microbus -Example 7the advertisement uses another style of songs with a famous singer, emphasizing the
benefits of buying the microbus in short sentences within the frame of a song in a scene
acted with a beautiful girl to persuade the addressees to buy the microbus in order to have
better income and marry such a girl. In this example we can easily notice the excessive
use of clichés a lot as follows:
 ﻧﺴﯿﺖ أﯾﺎم اﻟﺸﻘﺎ.ﻧﮭﺎرﻧﺎ ﻓُﻞ ﺑﻘﻰ واﻵﺷﯿﺔ ﻣﻌﺪن ﺑﻘﻰ.ﻣﻮﻛﺮوﺑﺎظ اﻟﻔﻮﺗﻮن رﯾﱠﺢ ﻗﻠﺒﻜﻢ
/mukrubāẓ ʕil-futun rayyaḥ ʔalbukum, naharnā full baʔa
wi (ʔ)l-ʔaʃyah maʕdan baʔa. nisīt ʔayām ʔiʃ-ʃaʔah/
- ‘For every one going or returning every day foton is here to help you. I forgot the hard
days. Our morning is beautiful, and our earning is great and will support you’
The singer in this advertisement is a famous singer and uses typical phonological
characteristics of the colloquial of illiterates as described by Badawi (1973) such as, the
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pronunciation of emphatic voices with high degree of emphatic e.g. ẓ  ظ, in mukrubāẓ

.

 ﻣﻮﻛﺮوﺑﺎظ, and ṣ  صin mukrobāṣī  ﻣﻮﻛﺮوﺑﺎﺻﻲthe voice of the singer has a loud and coarse
features which used to characterize the voices of men in lower social orders of Egypt.
The advertisement uses simple ideas and a simple sentence structure and phrases to send
a clear message expected to be understood easily among uneducated drivers who are the
targeted customers. A common feature in these types of advertisements is that they use
sense of humor.
Other advertisements for cars use CE and CC or MSA usually for private cars, but
for microbus and pick-up vehicles CI is used exclusively to address the drivers who
might typically buy them. CI is used with a high frequency for advertising cement also,
targeted mainly at those working in construction: an occupation associated with the lower
classes.
The data shows that code choice in Egyptian TV advertisements is determined by
several variables. The main variables investigated in the study are; the addressees: the
social class of addressees and the age. The products: the nature of the product, its features
and price in addition to the company size. The speaker: the presented image of the
speaker in the advertisement determines the varieties that he might use. Metaphorical
variables, such as creating associations between a product and the means of prestige,
intimacy, trust and or convincing addressees to adopt certain notions. Paralinguistic
factors: the duration of advertisements as the producers of the advertisements tend to use
different language varieties influenced by extending the time duration of advertisements
to exceed two minutes mostly, in type one in some governmental advertisements and
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charity foundations, which allow the producers of these advertisements to use some
narrative and storytelling styles. The context in the TV advertisements is determined by
the previous variables that may motivate the producers of advertisements to use narrative,
voiceover, conversation or a role-play as example.
Third research question:
Tables (4) and (5) illustrate the percentages of diglossic code switching in each
category in type one and type two. To identify the percentage of diglossic code switching
in each category, the researcher divided the number of advertisements that use two or
three language levels by the total number of advertisements in the specified category. For
instance, there are 15 advertisements in type one with diglossic CS in the GC category,
by dividing the number of these advertisements on the total number of advertisements in
the category (30 advertisements) the percentage is 50% of diglossic CS in the GC
category. Following that frequency count of code switching incidents, a qualitative
analysis describes the functions of diglossic code switching in the data.
The analysis in this part of the chapter investigates the functions of code switching.
The analysis is based on investigating functions and social motivations of diglossic code
switching: including metaphorical motivations as suggested by Meyerhoff (2006);
Markedness theory of Myers-Scotton; the involvement concept of Bassiouney’s (20062013): and the role of the speaker as claimed by Holes (1993). We consider what is
suggested by Mejdell (1996) and Holes (1993) in the case of switching from MSA to
ECA “when giving examples, explaining, rephrase or commenting on a previous
statement”, and Bassiouney (2009) regarding mechanisms or patterns of diglossic code
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switching, which can be regarded as techniques to deliver the message that is decided
previously.
The frequencies of using diglossic code switching in type one TV advertisements’
categories will be shown in the table below.
Table 4- code switching in type one TV networks (173 advertisements)
Categories/Advertisements

Two levels of

Three Levels of

code switching

code switching

total number

Total

percentage

code switching

GC

11

4

30

36.66 %

13.33%

MN

1

-

33%

3

33%

CF

4

6

41.66%

24

16.66 %

25%

Banks

4

-

33.33

12

33.33

Resorts

6

-

35.29 %

17

35.29%

Appliances

5

-

23.80%

21

23.80 %

CCS

4

-

22%

18

22%

F

6

-

25%

24

25%

Cars

5

-

31%

16

31%

CWP

4

1

62.5%

8

40%

12.50%

Total Levels’ Percentages

50

11

28.90 %

6.35%
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As can be seen in table (4), the highest frequencies of use of CS are in CWP, GS,
and
CF categories. The highest percentage is for the CWP category with 62% of
advertisements; this result is because the washing gel advertisements usually have some
scientific explanation, which tends to be uttered in MSA or CC levels. This pattern of
using code switching was investigated in Gully (1996) and Badawi (1995) with no
change in the current advertisements that investigated in this study. These
advertisements usually introduce their message using CE for introducing a situation
where the product is needed; this is mostly depicted through a conversation between
two women, followed with CC with a narrative commentator or through conversation to
demonstrate the effect of the special and developed scientific formula.
Functions of Code switching in governmental “political” advertisements:
Pattern of diglossic code switching:
Aiming to investigate and introduce the current patterns of code switching and
code mixing, we find that the GC and CF categories present a rich data for analysis of
code mixing and code switching. In the category of GC in type one where half of the
advertisements use code mixing and some of them use code switching, we can notice
two patterns of code switching as follows:
1- A conversation usually starts with the CI level, then moves up to CE and with
random order until the end of the commercial, where it uses either level CE or CC to
send the final message that aims to raise viewers’ awareness with governmental plans in
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certain fields, such as the economy, education, and investment. These advertisements
use the local way of narrating where the CI is dominated.
2- An actor’s voice speaks directly to viewers, where the actor is usually a journalist,
TV announcer or even football player. The message with the journalist and TV
announcer (who is a famous actor too) are presented in CE and CI with some use of
MSA.
In the coming example I will illustrate the functions of using code mixing in the
example wih the journalist, where the journalist is also a TV announcer who is well
known for hosting a political program.
The advertisement plays on the grey area where people do not seem to be satisfied
with government policies. In the advertisement, the actor tries to convince people that
they have the right to be involved in the government’s plans to obtain right judgment on
policies: the message is to wait to see the results and to seek the right information.
Trying to deliver that message, the actor uses mixed registers, and it is noticed that this
is his style in speaking in TV programs too.
In this advertisement- Example 8-, the journalist-Ibrahim Essa- speaks to the
viewer exclusively (pretending that he speaks to himself), in a deliberate effort to be
involved in what he says in order to convince the audience and gain trust. We consider
this type applies to the concept of involvement that is suggested by Bassiouney (2013).
This is an intended technique to reach the convincing function of his talk. For example,
he starts the monologue saying:
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ﺻوت ﺑﯾﻘول ﻋدي ﯾﺎ ﻋم إﺑراھﯾم ﻣﺎ ﺗﺑﻘﺎش.  ﺻوت ﺑﯾﻘول إوﻋﻰ ﺗﺻدق،أﻧﺎ ﺟواﯾﺎ ﺻوﺗﯾن ﺻوت ﺑﯾﻘول ﺻدق
ﺣﻣﻘﻲ ﻗوي ﻛده ﺻﺣﺗك وﺻوت ﺑﯾﻘﻔش وﯾﻘوﻟﻠﻰ ﻣﺎھﻰ ﻣﺎﺷﯾﺔ زى اﻟﻔل آھﯾﮫ ﯾﺎ ﺣﻼوة ;واﻟﺻوت اﻟﺗﺎﻧﻲ ﯾﻛدﺑﮫ
 ﻛل ﻛﻠﻣﺔ ﺑﻛﺗﺑﮭﺎ وﺑﻘوﻟﮭﺎ وﺑﺎﻧﺷرھﺎ.واﻟﺻوﺗﯾن دوﻻ ﻣﻌﺎﯾﺎ ﻓﻲ ﻛل ﻟﺣظﺔ ﻓﻲ ﺣﯾﺎﺗﻲ

وﯾﻘوﻟﻠﻲ اوﻋﻰ ﺗﻔوت ﺣﺎﺟﺔ

.ﻣﻼزﻣﯾن ﺗﻔﻛﯾري ﻓﻲ ﻛل ﺗﻔﺻﯾﻠﺔ ﻓﻲ ﺣﯾﺎﺗﻲ
/ʔanā guwwayā ṣūtīn, ṣūt bi-yʔūl ṣaddaʔ, ṣūt bi-yʔūl ʔiwʕā tiṣaddaʔ. ṣūt bi-yʔūl ʕaddī
ya-ʕamm Ibrahim ma-tibʔāʃ ḥimaʔī ʔawī kidah ṣiḥḥitak; wi ṣūt bi-yiʔfiʃ wi-yʔullī
ʔiwʕā tifawwit ḥāgah. ṣūt yiʔollī mahī māʃyah zayy (ʔ)il-full ʔahih ya-ḥalāwah, wi(ʔ)iṣ-ṣūt ʔit-tanī yikaddibuh. wi-(ʔ)iṣ-ṣutīn dūla maʕāyā fī kull laḥẓah fī ḥayātī, fī kull
kilmah baktibhā wi-baʔulhā wi-banʃurhā. milazmīn tafkīrī fī kull tafṣīlah fī ḥayātī /
With an aim to establish one to one relationship between him and the audience,
Essa uses inter-sentential code mixing in single sentences switches from CE to CI: /
māʃyah zayy (ʔ)il-full ʔahih ya-ḥalāwah /ﻣﺎﺷﯿﺔ زي اﻟﻔﻞ أھﻲ ﯾﺎ ﺣﻼوة, it is working great).
Then goes up a little with a sentence from CC, followed with a sentence from MSA
(don’t underestimate my mind) /la tastaxiff bi-ʕaqlī/ ﻻ ﺗﺴﺘﺨﻒ ﺑﻌﻘﻠﻲ.
Essa continues with this style of code mixing until the end of the monologue. What
is noticed in his style is his way in koinzeing colloquial with Fusha in single sentences
such as:
/ ma-tsibnīʃ

ʕadīm il-maʕlūma / ( ﻣﺎ ﺗﺴﺒﻨﯿﺶ ﻋﺪﯾﻢ اﻟﻤﻌﻠﻮﻣﺔdon’t leave me lacking

information), or in:
ﻋرﻓﻧﻲ ﻛﻣواطن ﻗﺑل ﻣﺎ اﻛون ﺻﺣﻔﻲ ﺑواطن اﻷﻣور ﺣﺗﻰ ﻟو ﻛﺎﻧت وﺣﺷﺔ
/ʕarrafnī ka-muwāṭin ʔabl ma-kūn ṣaḥafī buṭūn il-ʔumūr ḥattā law kānit wiḥʃa /
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-‘Give me information to understand as a citizen before I am an insider journalist. Even
if it’s ugly’.
The journalist in this commercial uses CI to establish a relationship with his
viewers and uses MSA to emphasise a sense of trust in his words and as a reminder of
his intellectual level, presenting himself as a model to follow.
In this example, the journalist uses some lexicon that are stigmatized in plain
colloquial of illiterates in a clear change in the nature of the colloquial of cultured which
contradicts using such lexicon, e.g. /fā m(ʔ)il-ʔāxir ma-tiʃtaƔalnīʃ/ ﻓـ َﻣﺎﻵﺧر ﻣﺎ ﺗﺷﺗﻐﻠﻧﯾش
(to cut it short don’t play tricks on me). In his study about the educated spoken Arabic,
Mitchell states that, “the cultured classes of Cairo or Damascus do not share the speech
habits of the less privileged illiterates, or semiliterate folk in these cities” (Mitchell,
1986. p.14). Mitchell gave examples of avoiding using some lexicon from the illiterate
levels in Cairo.
There are signs that this way of code mixing has now even spread into the written
language of newspapers, Elshami’s results (2013) show that non-MSA levels are
incorporated into the opinion articles of the three mainstream newspapers he
investigated.
The TV commercials as genre are usually brief trying to deliver a message in half
a minute or less, using persuasive linguistics and stylistic devices. The GC category has
many advertisements that last around 90 seconds, attempting to convey political
messages using language as the main device of the advertisements, and sometimes these
advertisements are presented in radio stations too. This change is noticed in the last two
years in Egypt and especially in 2017. This change in the duration of advertisements
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and in their purpose has lead to a change in the use of language, with more talking time
available causing producers to use mixed varieties of language to address different
social classes at the same time. It was noticed that these advertisements used CI in 2017
with a higher presence than those in 2016. The variable of extending duration of
advertisements is noticed also in type two TV commercial, where some last around four
minutes and sometimes more - this affects the language used and results in a lot of
repetition.
The functions of diglossic code switiching in political advertisements that are found
in this study are: the convincing and involvement of addressees with a purpose to gain
trust and credibility.
In some of the political advertisements, the voice of authority was identified
clearly in the last part of the advertisements after a role-play acted by a famous actor
who appears in two characters. At the end the voice over comes to state the government
achievements and advises people to think carefully and not to follow rumors. (Please
see Appendix B, GC category)
Functions of diglossic code switching in donations’ advertisements presented by
preachers:
An example that illustrates the functions of code switching in current speech of
Muslim religious men is observed in two advertisements for food bank donations in
Ramadan 2017, where two religious men presented these advertisements, asking people
to participate in the campaign and donate money. While it is expected that they use
MSA and/or CA in some degrees, they used it only to a limited extent. They did not
follow the grammatical rules of SA specially the /ʔiʕrāb/  إﻋﺮابor case marking. Rather,
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they used the phonological and morphological features of CA as described in Badawi
(1973) and mixed classical Arabic with colloquial of enlightened to create a level of
intimacy with the audience whilst being careful not to violate their expected image as
religious men, through using lexicon and pronunciation close to the role model language
of Quran.
This way of mixing the CA with CE levels exist in TV religious speeches
presented by religious men. It is interesting to note how code-mixing is used by the
speaker in the advertisement where the Imam or Sheikh speaks to the viewer
exclusively in this example- Example 9- starts with CC level style combining B-prefix
and a verb in the present form, says:
/ bi-ngahhizz li-ramaḍān / ‘ ﺑﻧﺟﮭز ﻟرﻣﺿﺎنWe prepare for Ramadan’; and then uses a full
sentence from SA with some phonological features of CA. For instance, he pronounces
the emphatic /ṭ/  طvoice as in CA. Also the long vowel /a/  أwith quite length suitable
to CA, but he pronounces the /g / (جas in MSA). e.g.
إﻧو إطﻌﺎم اﻟطﻌﺎم ﻣن أﻛرم وأﻧﺑل اﻟﻣﺻﺎرف اﻟﻠﻲ ﻣﻣﻛن ُﺗوﺟﱠ ﮫ إﻟﯾﮭﺎ اﻟزﻛﮫ
/ʔinnu ʔiṭʕām ʔiṭ-ṭaʕām min ʔakram wa-ʔanbal (ʔ)il-maṣārif ʔillī mumkin tuwaggah
ʔilīha ʔiz-zakah /
-‘Giving away food is one of the most generous and noble deeds of charity-zakkat’.
Unlike Badawi’s (1995) case, it is a trend now among religious men to make code
switiching between CA and the CE level. They do this in their speeches or the
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advertisements they present for donations, in order to create intimacy, and at the same
time they use CA not to violate their image in people’s minds.
Badawi (1973), in his first pattern of moving between levels, claimed that
switching occurs commonly from down to up level gradually and it rarely occurs from a
low code to a higher one. However, this is not the case currently, 44 years after Badawi
first argued his case: we see these changes occur in the speeches of religious men just as
we see in the language used by some journalists.
The purpose of code switching in religious speeches in adverts for charitable
donations is to convince, where addressees are presumed to be motivated by the voice of a
religious authority that appears through the use of quotations from Quran and prophet’s
speech as in /ʔiṭʕām ʔiṭ-ṭaʕām /  إطﻌﺎم اﻟطﻌﺎم- ‘giving away food’-, and in using the
command or imperative verbs as in: /waggihhā fawran / ً وﺟﮭﮭﺎ ﻓورا- ‘Immediately give your
food donations’. The voice of the authority works as a motivation for code switching
alongside with another motivation which is the speaker’s presented image as a preacher
which requires extensive use of CA, but at the same time he uses CE to some degree with
CA in a mixed style in order to “minimize the cost and maximize reward”.
We see the preacher chose his language features carefully to persuade his viewers to
donate money. This is clear not only in using some CE lexeme or article such as ʔillī اﻟﻠﻲ,
but also in pronouncing g  جas in CE while he pronounces other voices as in CA . This
means that he does this deliberately. Still, he keeps with CA to save his presented image as
a preacher and because CA is suitable to the situation event.
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Functions of diglossic code switiching in advertisements that use CI level targeting
uneducated strata:
In type two TV advertisements, the code switching is used differently as it can be seen
in my last example in an advertisement of Kushary’ restaurant. Kushary is a famous dish
for all social classes in Egypt but it is cheap which makes it affordable to workers and
unprivileged social classes which are the targeted customers of these kind of restaurants.
Table (5) represents the results of using code switching in type two TV advertisements as
shown below
Category /Number

Two

of advertisements

levels

Three

C.W

levels

Total

C.W

Resorts

4

1

6

66.66%

16.66%

F.R

7

-

30.34%

23

30.34%

CCA

3

1

57%

6

50%

17%

Cosmetics

2

-

22%

9

22%

Mob

1

1

66%

3

33%

33%

Total / percentages

18

3

38.29%

6.38%

of CW

83%

40.68%

The use of code switching in resorts’ category is the highest percentage with 83%.
As discussed before, the code switching in the resorts’ category is between the CE and
levels MSA or CC. In type two, the CS occurs between the CI level (the most frequent
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level with 55%) and CE. It is interesting how code mixing appeals to the advertisements’
purposes and the type of addressees in such kind of advertisements. Restaurant
advertisements are a good example of code mixing, as in Example 10. In this example, the
dominant variety or main devise is the CI level that can be noticed easily with the type of
lexicon and expressions that is stigmatizes the uneducated social classes such as in:
دا أﺣﺳن ﻛﺷري ﻓﺎﻟﺟﻣﮭورﯾﺔ.ﻛﺷري اﻟوﻧش دا ﻣﯾﺔ اﻟﻣﯾﺔ
/kuʃarī (ʔ)il-winʃ da miyya (ʔ)il-miyyah. da ʔaḥsan kuʃar ī f-(ʔ)il-gamhūriyyah/
‘Kushary El-Wensh 100% is the best kushary in town’
The phonological features of CI can be easily identified with the change of
pronunciation of lexemes such as: /(ʔ)il-gamhūriyyah /, instead of the common
pronunciation in both MSA and CE: /(ʔ)il-gumhūriyyah/.
The CI is used in a mixed style with some of MSA clauses, such as in:
ﻛﺷري ﺑﺟودة ﻋﺎﻟﯾﺔ ﻛﺷري ﺧﺎﻣﺎﺗﮫ ﻏﺎﻟﯾﺔ
/ kuʃarī bi-gawdah ʕalyah. kuʃarī xamātuh Ɣalyah/
-‘A high quality kushary with expensive ingredients’.
Also in / ʔaynamā kunt / أﯾﻧﻣﺎ ﻛﻧت- ‘wherever you are’
Which serves as H variety and aims to express trust in the quality of the restaurants,
considering that kushary is a local and cheap dish and at the same time very popular. The
advertisement uses sentences from MSA to give the address of the location at the end of
the ad such as follows:
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. ﺗوﺻﯾل اﻟطﻠﺑﺎت إﻟﻰ اﻟﻣﻧﺎزل أﯾﻧﻣﺎ ﻛﻧت. اﻟوﻧش ﺳﺑﻌﺗﺎﺷر ﺷﺎرع اﻟﻣﺣطﺔ أﻣﺎم ﻣُﺟﻣﱠﻊ اﻟﻣﺻﺎﻟﺢ اﻟﺣﻛوﻣﯾﺔ ﺑﺎﻟﺟﯾزة
اﻟوﻧش أﺣﺳن ﻛﺷري ﻓﻣﺻر
/ʔil-winʃ sabaʕtāʃar ʃāriʕ ʔil-maḥaṭṭah ʔamām mugammaʕ ʔil-maṣāliḥ ʔil-ḥukūmiyyah b(ʔ)ilgīzah. tawṣīl ʔiṭ-ṭalabāt ʔilā-(ʔi)l-manāzil ʔaynamā kunt. ʔil-winʃ ʔaḥsan kuʃarī fi
maṣr /
-‘El-Wench 17 Mahata st, infront of mogamaa of governemental offices, Giza.
Home delivery wherever you are’. “El-Wench best koshary in Egypt’
The advertisement uses the song and dance as a stylistic device, which is shared in
most type two advertisements especially in restaurants’ advertisements. This type of
code mixing in such advertisements is similar to Badawi’s (1973) concept about the CI
level’s nature, which tends to use easy and short sentences with no complex ideas in
communication, in addition to having some sort of MSA lexicon incorporated in the unit
of the colloquial of illiterates that is used as the main device for communication. This
type of advertisement relies the most on code mixing between CI and MSA borrowed
lexemes with common switch to the MSA to give address information at the end of the
advertisement.
The function of diglossic code switching in such type of advertisements is to convince
addressees and persuade them through the use of clichés that indexes the unmarked
meaning of high quality. Clichés play this role and create a relationship between the
addressees and the explicit ideas that expressed through the shared variety.
The use of MSA as H variety or a prestige language is intended to give a meaning of
prestige and good quality products, and builds an impression of trust with addressees.
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The functions of diglossic code switching in TV advertisements are attributed to
different social motivations. The metaphorical motivations which are the most observed
in the investigated advertisements are to convince and involve the audience with the aim
of gaining trust and credibility through the voice of authority (whether it is religious or
governmental), through the use of CE or CI mixed with borrowed lexemes from MSA.
Finally the speaker’s role in the deliberate choice of varieties in the diglossic code
switching is clear with aims such as “to minimize cost and maximize reward” as
suggested by Mayers-Scotton, and involvement as suggested by Basiouney (2006)
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Chapter V
Conclusion
Introduction
This study presents considers the use of Arabic dialectic varieties in Egyptian TV
advertisements based on a large dataset that covers the main types of TV networks widely
viewed by the majority of the Egyptians, as well as the most advertised categories of
products. The study highlights the emergence of new kinds of TV advertising in Egypt,
such as political messaging on TV and special advertisements targeting uneducated social
classes which reflect certain linguistic and social characteristics. The study of the
language of both help demonstrate the new purposes of language usage in Egyptian TV
advertising and therefore wider society.
The results of this study illustrate the code choice tendency in TV advertisements, the
social variables that affect the choice of language varieties, and the ways of interaction
and interference between language varieties in Egyptian society as TV advertisements
simulate the daily life situations and are, of course, influenced by current language usage
in Egypt.
Conclusion:
This study shows the current language situation as appears in Egyptian

TV

advertisements genre with a frequent use of colloquial over MSA and CC. The CE
‘standard colloquial’ is used predominantly when addressing a broad swathe of social
classes with particular relevant for the youth in Egypt, while the CI have the highest
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frequency in type two TV channels which are generally aimed at the uneducated social
classes. We find that the CA is rarely used in TV advertisements in type one and never in
type two TV advertisements. Also, we find that MSA is used with a low percentage and
usually mixed with other varieties in code switching and code mixing styles, as well as
the CC that is used singly with a low percentage in both types of TV networks.
The declining use of MSA indicates its situation in Egypt that is challenged by its
insignificant utilization in education and media, which discourages people from using it
in several contexts. Another conclusion is the downward trend in the use of the colloquial
of cultured. Both MSA and CC are reducing in terms of overall use, with an increasing
use of CE.
These are reflective of ongoing change in the nature and purposes of using CC in TV
advertisements, which allows- to some degree- the use of CI expressions in a mixed style
that was not common previously. The purpose of CC in TV advertisements today is
associated with the means of attracting the audience and providing an impression of prestige
and trust, whereas previously MSA that was used for that purpose.
The code choice in TV advertisements is determined by several factors. The speaker
and their the desired effect such as a means of prestige, intimacy and trust and the
presented image of the speaker; the addressees’ social classes and age; the nature of the
product, its features, and price; and finally, the duration of the advertisements which
leads to use of mixed varieties or other stylistic devices.
The data shows a tendency to use diglossic code-mixing increasingly, especially
with advertisements that use CI. It is noted that the use of the MSA and CC is as
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embodied varieties, while the colloquial is used as dominant varieties in code-mixing
style advertisements. The use of MSA lexicon has increased in single utterances in a code
mixing style. This style of speech replaces the CC in many contexts especially between
journalists and TV broadcasters.
The code choice in TV advertisements is motivated by the high desire of
communicating with interlocutors from different social classes: sometimes the
advertisements use a single variety that is suitable to address specific social class, but in
many cases the producers of advertisements choose to use different varieties to address
different sectors of society or for metaphorical purposes.
The role of the speaker the producer is key: it involves planning what to say carefully
to have the greatest impact on the audience. This includes determining the targeted
addressees and how to address them successfully with linguistic and stylistic devices that
are acceptable in their social class in order to gain their approval for the product or
service which is being promoted.
The function chosen determines the code choice and requires certain techniques to
deliver the message that could be differ according to the advertised product or message.
The main function of TV advertisements is to convince and persuade. When a
commercial carries a message loaded with notions such as in political advertisements, it
requires using multiple techniques such as involvement through using discursive ways
such as internal monologue, giving examples, explaining, storytelling, or other ways.
Also, the voice of authority is one of the observed techniques that serve the function of
persuasion. This is usually happens through the use of command verbs, using certain
voice layers and warning of the consequences.
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Persuasion can be the only function planned: when the message is simple and the
response of the addressees is expected to be direct and quick, the use of unmarked
choices plays the role of involvement as it connects the audience to the advertisement.
Pedagogical implications:
The findings of the current study show the centrality of colloquial as the dominant
variety in TV advertisements and the increasing tendency to integrate SA and Egyptian
colloquial varieties in code switching and code mixing styles. Considering that, TV
advertisements is a genre of speaking that provide learners with opportunities to raise
awareness of the real language situation that is characterized by a coherent interposition
of Arabic varieties. The pragmatic use of Arabic in TV advertisements - that is commonly
delivered in bite-size chuncks- is the thing that students need it most.
The impact of learning Arabic communicatively and raising sociolinguistic awareness
should also be highly valued. The new sociocultural reality that is reflected in the
broadcast of TV advertisements that integrate Arabic varieties and illustrate the amount
of interaction which normally occur between them forces us to consider Arabic as one
language and to produce new instructional and teaching materials which reflect that
reality. Teaching dialects alongside with MSA with a focus on developing students’
awareness and competence of sociolinguistics aspects of Arabic language is
recommended by Trentman (2017).
This study recommends the use of TV advertisements in teaching Arabic as a
foreign language as a model which represents the integrity of Arabic varieties, the real
use of Arabic as one language where we can no longer afford to teach one variety and
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ignore the linguistic reality that indicates the adjacent and interaction between Arabic
varieties in TV advertisements and in other speaking and written situation. Arabic
language programs are recommended to offer opportunities to learn Arabic in an
integrated approach, relying on authentic materials that highlight the common features
and the normal interaction between Arabic varieties: they should not be studied in
isolation.
Delimitations:
1-The study does not present all kinds of media networks in Egypt or what Egyptians
might watch. It conveys itself to two types of the most popular TV channels, as
mentioned above.
2-The study focuses on the spoken language of TV advertisements. Written slogans and
comments are not considered in identifying the code choice.
Suggestions for further research:
1-This study focused on exploring the code choice in the Egyptian TV advertisements.
Further studies are recommended on specific areas of research especially the changing
nature of educated spoken Arabic.
2-Further researches on the current features of diglossic code mixing and the interaction
between MSA and the colloquial of illiterates are recommended.
3- Further studies on the pragmatic use of Arabic in Egyptian TV advertisements are
recommended, as well as studies of the use of Arabic in TV advertisements in other
Arabic countries.
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4-Different types of research that use opinion questionnaire with both advertising
producers and audience will reveal the perceptions of Egyptians toward the quality of
advertisements and the language used. These studies may help producers make better
adverts.
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اﻟﻤﺮاﺟﻊ اﻟﻌﺮﺑﯿﺔ
.(  ﺑﺣث ﻓﻲ ﻋﻼﻗﺔ اﻟﻠﻐﺔ ﺑﺎﻟﺣﺿﺎرة )اﻟطﺑﻌﺔ اﻷوﻟﻰ: ﻣﺳﺗوﯾﺎت اﻟﻌرﺑﯾﺔ اﻟﻣﻌﺎﺻرة ﻓﻲ ﻣﺻر.(١٩٧٣) . اﻟﺳﻌﯾد،ﺑدوي
 دار اﻟﻣﻌﺎرف.اﻟﻘﺎھرة
.(  ﺑﺣث ﻓﻲ ﻋﻼﻗﺔ اﻟﻠﻐﺔ ﺑﺎﻟﺣﺿﺎرة ) اﻟطﺑﻌﺔ اﻟﺛﺎﻧﯾﺔ:ﻣﺳﺗوﯾﺎت اﻟﻌرﺑﯾﺔ اﻟﻣﻌﺎﺻرة ﻓﻲ ﻣﺻر.(٢٠١٢).  اﻟﺳﻌﯾد،ﺑدوي
 دار اﻟﺳﻼم.اﻟﻘﺎھرة
The YouTube video links of the presented examples
Example 1: (2017- June 23) – 2017 اﻋﻼن اﻻھﻠﻲ ﻟﻠﺗﻧﻣﯾﺔ اﻟﻌﻘﺎرﯾﺔ

Retrieved from
https://www.youtube.com/watch?v=So6VoV64BD0
Example 2:

(2017-May 29) -2017 اﻋﻼن ﺣدﯾد اﻟﻣراﻛﺑﻲ ﺣدﯾد اﻟﺣدﯾد

Retrieved from
https://www.youtube.com/watch?v=b7JQS-1WwiM
Example 3: (2017- May 21) – ھﯿﺤﺼﻞ اﯾﮫ؟؟...ﺻﺤﯿﺢ ﻟﻮ ﻗﺮرت ﺗﻨﺴﺤﺐ ﺑﺠﺪ
Retrieved from:
https://www.youtube.com/watch?v=k-nqlu1RFYk
Example 4: (2017-June 6)- Row Marina - روﻣﺎرﯾﻧﺎ اﻟﺳﺎﺣل اﻟﺷﻣﺎﻟﻰ روﻓﯾدا اﻟﻌﻘﺎرﯾﺔ
Retrieved from:
https://www.youtube.com/watch?v=VitLY9PQ7lg

89

Code Choice in Egyptian TV Advertisement

Example 5: (2017-June 1)  اﻋﻼنEG BANK  اﺣﻨﺎ ﻋﻤﻠﻨﺎﻟﻚ ﺑﻨﻚ( اﻟﺠﺪﯾﺪ...)اﻧﺖ ﻣﺤﺪش ﺑﯿﻌﻤﻠﻚ ﺣﺴﺎب
( رﻣﻀﺎن )اﻟﻌﺼﯿﺮ2017
Retrieved from:
https://www.youtube.com/watch?v=3boTLbupM_c
Example 6: (2017-June 16) -اﻟﻣدﻓﻌﺟﯾﺔ اﻋﻼن ﻛرﯾم ﺟل ﻓﯾﻧﺳﯾﺎ
Retrieved from:
https://www.youtube.com/watch?v=mTJnwZl60Z8
Example 7: (2014-Mat 21)-  ﻧﺳﺧﮫ اﻟﻔرح٢٠١٤ ﻋﺑد اﻟﺑﺎﺳط ﺣﻣوده اﻋﻼن ﻣﯾﻛروﺑﺎص ﻓوﺗون
Retrieved from:
https://www.youtube.com/watch?v=Ncyjdzhj7g8
Example 8:( 2017-June 5)- اﻋﻼن اﺑراھﯾم ﻋﯾﺳﻲ ﺣق اﻟﻣواطن ﻓﻲ اﻟﻣﻌرﻓﺔ اﺑراھﯾم ﻋﯾﺳﻲ رﻣﺿﺎنRetrieved from:
https://www.youtube.com/watch?v=fVOy0bK4uGg
Example 9: (2017-May 18)- 2017 ﺗطوع اﻟﺷﯾﺦ أﺳﺎﻣﺔ اﻷزھري ﻟﺣﻣﻠﺔ ﺑﻧﺟﮭز ﻟرﻣﺿﺎن ﻣن ﺑﻧك
اﻟطﻌﺎم اﻟﻣﺻرى
Retrieved from:
https://www.youtube.com/watch?v=Xtz33UwiQN8
Example 10: (2014- June28) – اﻋﻼن ﻛﺷري اﻟوﻧش
Retrieved from:
https://www.youtube.com/watch?v=gvy-ODI15YY
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Appendix A-The 10 examples of TV advertisements placed in the thesis
Example 1
ٌ
ُ ﺑﺈﯾﻘﺎع ﺳﺮﯾﻊ وﻧﺴﺎﺑ
ق
 ﻧﻌﻤ ُﻞ.ﻛﻞ ﻟﺤﻈﺔ
َ  ﻟﻨﻌﻠ َﻮ ﻓﻮ،  وﻧﺒﻨﻲ ﻛ َﻞ ﯾﻮم،ﻖ داﺋﻤﺎ ً ﺑ ُﺨﻄﻮة
َ ﻖ اﻟﺰﻣﻦ ؛ ﻟِﻨﺴﺒ
ِ ﻋﯿﻦ ﺗﺮى اﻟﻤﺴﺘﻘﺒ َﻞ ﻓﻲ
ٍ
ُ  وﺗﺘﻮاﻓ،  ﺗﺘﻨﺎﻏ ُﻢ اﻷﻓﻜﺎر.ﻣﺴﺘﻮى اﻟﻄﻤﻮﺣﺎت
.ﻖ اﻟﺮؤى وﺗﺒﻘﻰ ﺛﻘﺔ ﻋﻤﻼﺋﻨﺎ ھﻲ اﻟﻘﯿﻤﺔُ اﻟﺤﻘﯿﻘﯿﺔ
/ʕaynun tarā (ʔa)l-mustaqbala fī kuli laḥẓah. naʕmalu biʔīqāʕin sarīʕ wa-nusābiqu (ʔa)zzaman; li-nasbiqa dāʔiman bixuṭwah, wa-nabnī kulla yawm, li-naʕluwa fawqa mustawā
(ʔa)ṭ-ṭumūḥāt. tatanāƔamu (ʔa)l-ʔafkār, watatawāfaqu (ʔa)r-ruʔā, watabqā θiqatu
ʕumalāʔinā hiya (ʔa)l-qīmatu (ʔa)l-ḥaqīqiyyah./
An eye that observes the future in every moment. We work in a fast pace chasing time to
always be one step ahead and build in everyday; to rise above the level of ambitions;
Ideas blend, visions correspond yet the trust of our clients remains our true value.
Example (2)

أﯾﺎدي ﻣﺼﺮﯾﺔ ﻋﺎﻣﻠﺔ
ﺧﺒﺮا ُء ﻓﻰ ﻣﺠﺎل ﺻﻨﺎﻋﺔ اﻟﺤﺪﯾﺪ
ﻣﺠﺎل اﻟﺼﮭﺮ
أﺣﺪث ﺗﻜﻨﻮﻟﻮﺟﯿﺎ ﻓﻲ
ِ
أد ﱡ
/ ﻟﻤﻌﺎﯾﯿﺮ اﻷﻣﺎن
ق ﺗﻄﺒﯿﻖ
ِ
/أﻋﻠﻰ ﺟﻮدة ﻓﻰ ﺻﻨﺎﻋ ِﺔ اﻟﺼﻠﺐ
إﻧﺘﺎج ﺳﻨﻮي
أﻟﻒ طُﻦ
ِ أﻛﺜ ُﺮ ﻣﻦ ﺳﺒﻌﻤﺌ ِﺔ
ٍ
/ﺣﺪﯾ ُﺪ اﻟﺤﺪﯾﺪ.. اﻟﻤﺮاﻛﺒﻲ ﻟﻠﺼُﻠﺐ
/ʔayādī miṣriyyah ʕāmilah/
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/xubarāʔu fī magāli ṣināʕati (ʔa)l-ḥadīd/
/ʔaḥdaθ tiknūlūʒyā fī magāli (ʔa)ṣ-ṣahr/
/adaqqu ṭaṭbīq li-maʕāyīri (ʔa)l-ʔamān/
/ʔaʕlā gawdah fī ṣināʕati (ʔa)ṣ-ṣulb/
/ʔakθaru min sabʕimiʔati ʔalfu ṭunn/
/ ʔintāgin sanawiyy/
/ʔal-marakbī lil-ṣulb.. ḥadīdu (ʔa)l-ḥadid /
Egyptians workers
Experts in the field of steel
Latest technology in the field of steel melting
The most accurate implementation of safety standards
The highest quality in the steel industry
More than seven thousand tons of production annually
The original steel, AlMarakby for steel
Example (3)

 ﯾﻌﻨﻰ ھﻮ ﻣﻤﻜﻦ ﻓﻲ ﯾﻮم ﻣﻦ،  اﻟﺮﯾﻖ ﺑﯿﺠﺮى اﺗﻘﺎء ﻟﻐﻀﺒﮭﺎ،  ﻧﺎر ﻣﻦ اﻟﻘﻠﺐ ﻟﻼطﺮاف، اﻟﻮﺿﻊ وﺻﻞ ﻟﻤﺮﺣﻠﺔ اﻟﻐﻠﯿﺎن
 اﻻﻟﻮان،  اﻻﯾﻘﺎع ﯾﻘﻊ،اﻷﯾﺎم ﺗﺴﯿﺐ اﻟﺪﻧﯿﺎ ﻓﺠﺎة ﻛﺪه و وﺗﮭﺞ؟ﺻﺤﯿﺢ ﻟﻮ ﻗﺮرت ﺗﻨﺴﺤﺐ ﺑﺠﺪ ھﺎﯾﺤﺼﻞ اﯾﮫ؟ اﻟﻨﻔﺲ ﺗﺘﺴﺪ
 ﯾﻌﻨﻰ اﻣﺎ ﺗﺮد،  ﻏﻠﻄﺘﻰ ﻣﻦ اﻷول اﻧﻰ ﻣﺎﻛﻨﺘﺶ ﻓﺎھﻤﮫ ان ھﻰ اﻟﺒﻄﻞ ﻣﺶ ﺻﺎﺣﺐ اﻟﺒﻄﻞ،  ﻓﺮاغ ﻣﻠﻞ ﺻﺤﺮا، ﺗﺒﮭﺖ
 اﻟﺨﻀﺎر ﯾﻘﻠﺐ ﺗﻮرﻟﻰ و اﻟﻜﺮﯾﺐ ﻟﻤﺎ ﯾﺠﺮى ﻓﯿﮫ اﻟﺪم ﯾﺒﻘﻰ ﻛﺎﻧﯿﻠﻮﻧﻰ،  اﻟﺒﺘﻨﺠﺎن ﯾﺒﻘﻲ ﻣﺴﻘﻌﮫ، اﻟﺮوح ﻓﻲ اﻟﻮﯾﻜﺎ ﺗﺒﻘﻲ ﺑﺎﻣﯿﮫ
 ﺻﻠﺼﮫ ھﺎرﻓﺴﺖ ﻧﺺ اﻟﻄﺒﺨﮫ،  اﻟﺼﻠﺼﮫ اﻟﺤﻠﻮة ﺑﺲ اﻟﻠﻰ ﺗﻌﻤﻞ ﻣﻦ اﻻﻛﻞ طﺒﺨﮫ،
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/ʔil-waḍʕ wiṣṣil li-marḥalti (ʔ)il-Ɣalayān, nār mini (ʔ)il-ʔalb lilʔaṭrāf, ʔir-rīʔ biygrī
ʔitiqāʔan li-Ɣaḍabhā, yaʕnī huwwa mumkin fī yūm mini (ʔ)il-ʔayām tisībi (ʔ)id-dinyā
fagʔah keda withigg ? ṣaḥīḥ law qarrarit tansaḥib begadd hayiḥṣal ʔīh? ʔin-nifs titsadd, ʔilʔiqāʕ yuʔaʕ, ʔil-ʔlwān tibhat, farāƔ, malall, ṣaḥarā, Ɣalṭitī mini (ʔ)il-ʔawwil ʔinnī
makuntiʃ fahmah ʔinn hiyya (ʔ)il-baṭal miʃ ṣaḥbi (ʔ)il-baṭal, yaʕnī ʔammā turudd (ʔ)i r-rūḥ
fi (ʔ)il-wīkah tibʔa bamyah, ʔil-bitingān yibʔa misaʔʔaʕah, ʔil-xuḍār yiʔlib turlī, wi (ʔ)ilkrib lammā yigrī fīh ʔid-dam yibʔa kanilūnī, ʔiṣ-ṣalṣah ʔil-ḥilwah bass ʔillī tiʕmil min ʔilʔakl ṭabxah, ṣalṣit hārvist nūṣṣ (ʔ)iṭ-ṭabx/
The situation is boiling, fire
From the heart to all parts, saliva runs to cool it
Could she, one day, let everything suddenly and leave
I wonder, if she truly decided to withdraw, what will happen?
Soul is blocked, rhythm is broken, and colors are fading, desert, boredom, emptiness
My fault from the beginning is that I didn’t understand that she is the hero not the hero’s
friend
When the spirit breathes into the wikah, it becomes cooked okra
The eggplant becomes musaka. The vegetables turn into casserole
When blood runs into crepe it becomes cannelloni
Only a good tomato sauce turns food to a dish
Harvest tomato sauce is half the cooking
 ﱠ، ﯾﻼ ﺑﯿﻨﺎ ﻧﺤﺠﺰ وﺣﺪة ﻓﺮوﻣﺎرﯾﻨﺎ
ﯾﻼ ﺑﯿﻨﺎ ﺑﯿﻨﺎ ﱠ
 ﱠExample (4)
 أﺟﻤﻞ ﻗﺮﯾﺔ، ﯾﻼ ﺑﯿﻨﺎ ﯾﺎﻻ ﺑﯿﻨﺎ ﻧﻘﻀﱢ ﻲ ﺻﯿﻔﻨﺎ ﻓﺮوﻣﺎرﯾﻨﺎ
 أﻗﺴﺎطﮭﺎ ﻋﻠﻰ أد اﻹﯾﺪ وﻣﺴﺎﺣﺎت ﺧﻀﺮا،  وﻣﻘﺪﻣﮭﺎ ﺣﻠﻮ ﺑﺴﯿﻂ، وﻓﻠﻮﺳﮭﺎ ﻋﻠﻰ أد إﯾﺪﯾﻨﺎ. ﺳﯿﺎﺣﯿﺔ ﻣﻦ روﻓﯿﺪا اﻟﻌﻘﺎرﯾﺔ
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ﯾﻼ ﱠ
 ﱠ. ﺣﻮاﻟﯿﻨﺎ
ﻓﯿﮭﺎ أﻛﻮا ﺑﺎرك. ﯾﻼ ﺑﯿﻨﺎ ﯾﺎﻻ ﺑﯿﻨﺎ ﻧﺤﺠﺰ وﺣﺪة ﻓﺮوﻣﺎرﯾﻨﺎ ﻣﻦ روﻓﯿﺪا اﻟﻌﻘﺎرﯾﺔ أﺳﻌﺎرھﺎ ﻣﺶ ﻏﺎﻟﯿﺔ ﻋﻠﯿﻨﺎ
. ﺣﻤﺎﻣﺎت ﺳﺒﺎﺣﺔ ﻛﻤﺎن وﻣﻄﺎﻋﻢ وﻛﺎﻓﯿﮭﺎت وﻣﺴﺎﺣﺔ ﻣﺎﺋﯿﺔ ﻛﻤﺎن وﺟﺎﻛﻮزي وﻛﻤﺎن ﺳﺒﺎ وھﺘﺤﻠﻰ ﻓﯿﮭﺎ اﻟﺤﯿﺎة
 وﻗﺴﱠﻂ اﻟﺒﺎﻗﻰ ﻣﻦ ﺧﻼل،روﻣﺎرﯾﻨﺎ أﻣﺎم ﻣﺎرﯾﻨﺎ ﺧﻤﺴﺔ اﻟﺴﺎﺣﻞ اﻟﺸﻤﺎﻟﻲ ﻛﻞ اﻟﻠﻲ ﻋﻠﯿﻚ ﺗﺪﻓﻊ ﺧﻤﺴﺔ وﻋﺸﺮﯾﻦ ﻓﻲ اﻟﻤﯿﺔ
 روﻓﯿﺪا اﻟﻌﻘﺎرﯾﺔ ﺛﻤﺮة.  روﻣﺎرﯾﻨﺎ إﺣﺪى ﻣﺸﺮوﻋﺎت روﻓﯿﺪا اﻟﻌﻘﺎرﯾﺔ. روﻣﺎرﯾﻨﺎ اﻟﺮﻓﺎھﯿﺔ ﺑﯿﻦ أﯾﺪﯾﻚ.أﻧﻈﻤﺔ ﺳﺪاد ﻣﺘﻌﺪدة
اﻟﺘﻌﺎون اﻟﺨﻠﯿﺠﻲ
/yallā bīnā yallā bīnā, niḥgiz wiḥdah fi-rūmarīna/, yallā bīnā niʔadḍī ṣīfna fi-rūmarīna.
ʔagmāl qarya siyaḥiyya min rofayda al-ʕaqāriyya wi-flosha ʕalā ʔadd ʔidīnā, wimuʔaddamhā ḥilw basīt, ʔaʔsāṭha/ʕalā ʔadd (ʔ)il-ʔīd wimisaḥāt xaḍrā ḥawalīnā.. yallā bīnā
yallā bīnā, niḥgiz wiḥdah fi-rūmarīna ʔasʕārhā mish Ɣalya ʕalīnā. fīhā Aqua park. hamamāt
sibāḥa kamān. wi maṭāʕim wi kafīhāt wi-misāḥa maʔiyya kamān wi Jacuzzi wi kamān Spa,
wi hatiḥlā fīhā il-ḥayah
rūmarīna ʔamām mārina xamsah il-sāḥil il- ʃamālī, kul ʔilli ʕalīk tidfaʕ xamsah wi ʕiʃrīn fil
miyyah.. Wi ʔassaṭ ʔil-bāʔi min xilāl ʔanẓimit sadād mutaʕadidah. rūmarīna ʔir-rafāhiyah
bīn ʔidīk rūmarīna ʔiḥdā maʃrūʕāt rafāhiyah ʔil-ʕaqāriyya. rafāhiyah ʔil-ʕaqāriyya θamarat
ʔit-taʕāwun ʔil-xalīgī /
Let’s go; let’s go, to reserve a property in Romarina. Let’s go, let’s go to spend our
summer in Romarina. The most beautiful resort. The price is affordable. The down
payment is little and the installments are affordable. Rofaida real estate has Aqua Park
and swimming pools. Let’s reserve a property in Romarina from Rofaida real estate. The
price is not too much for us, restaurants, cafes, areas of water, jacuzzi, spa and life is
going to be lovely.
Romarina in front of Marina 5, north coast
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All you have to do is to pay 25% and the rest through installments. You can choose from
different systems of payment.
Romarina, luxury between your hands
Rofaida real estate comes from the gulf collaborations
Romarina one of Rofaida real estate projects
Example 5:

ھﺘﺸﺮﺑﻮا إﯾﮫ ﯾﺎ أﺳﺎﺗﺬة ؟
ﻣﯿﻦ ھﺎﯾﺨﺪ ﻣﺎﻧﺠﮫ ﻣﻌﺎﯾﺎ ﯾﺎ ﺟﻤﺎﻋﺔ؟، أﻧﺎ ھﺎﺧﺪ ﻣﺎﻧﺠﺔ
.  وأﻧﺎ ﻣﺎﻧﺠﮫ ﻣﻌﺎك، وأﻧﺎ واﺣﺪ ﻣﺎﻧﺠﮫ، أﻧﺎ ﻣﺎﻧﺠﮫ
.ھﺎﺧﺪ ﻗﺼﺐ
.إﺣﻨﺎ ﺑﺘﻮع ﻗﺼﺐ. ﻗﺼﺐ إﯾﮫ وﺑﺘﺎع إﯾﮫ ﻗﺼﺐ آل. ﺧﻤﺴﮫ ﻣﺎﻧﺠﮫ ﯾﺎرﯾﺲ
أﻧﺎ ﻋﻨﺪي ﺣﺴﺎﺳﯿﮫ ﻣﺎﻟﻤﺎﻧﺠﮫ
إﯾﺠﻲ ﺑﻨﻚ ﻋﻨﺪه ﺣﻠﻮل ﺳﮭﻠﺔ وزﻛﯿﺔ ﻟﻠﺸﺒﺎب. إﻧﺖَ ﻣﺎﺣﺪش ﺑﯿﻌﻤﻠﻠﻚ ﺣﺴﺎب إﺣﻨﺎ ﻋﻤﻠﻨﺎﻟﻚ ﺣﺴﺎب: ﺻﻮت
ﻛﻞ ﻣﺎھﻮ ﺳﮭﻞ وذﻛﻰ:EG BANK ﻛﺘﺎﺑﺔ
/ha-tiʃrabū ʔiīh ya ʔasātzā?
ʔanā hāxud mangah, mīn ha-yaxud manga maʕāyā ya gamāʕah?
ʔana mangha, wa ʔana wāḥid mangah, wa ʔana mangah miʕāk.
hāxud ʔaṣab
xamsah mangah ya-rayyis. ʔaṣab ʔīh wi-btāʕ ʔīh? ʔaṣab ʔāl. ʔiḥna bitūʕ ʔaṣab.
ʔanā ʕandī ḥasāsiyyah mil-mangah
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Voice: ʔinta maḥadiʃ bi-yiʕmillak ḥisāb.. ʔiḥna ʕamalnālak ḥisāb. Egy Bank ʕandu ḥulūl
sahlah wi zakiyyah lil-ʃabāb
EG Bank kul mā huwwa sahl wa ᶞaki/
What do you want to drink guys?
I’m going to take a mango juice, who’s going to take mango with me folks?
I’m mango taking, me too, me too
I’m taking sugar cane juice.
We are not sugar cane drinkers. What do you mean, sugar cane!! Five mango juices, mister
I’m allergic to mango!!
No one is giving you importance, but we are.
EG BANK has easy and smart solutions for youth.
All that is easy and smart EG BANK
Example (6):
ﻣﺶ ھﻨﻜﺴﻞ ﻣﺶ ھﻨﻤﺜﻞ. واﻟﺸﻜﻞ ﺟﺎﻣﺪ ﯾﺎ ﻓﯿﺎﻧﺴﯿﮫ. ﻛﻞ طﺮﯾﻖ وﻣﺸﯿﻨﺎ ﻋﻠﯿﮫ واﻟﻠﻮك ﺛﺎﺑﺖ ﻓﺎﻷوﻛﯿﮫ واﻟﺠﻮ ﻣﺶ ھﯿﺄﺛﺮ ﻓﯿﮫ
دا ﻛﺮﯾﻢ ﺟﻞ اﻟﺸﻌﺮ ﺑﯿﻠﻤﻊ ﻓﯿﺎﻧﺴﯿﮫ ﻣﻦ اﻷول آﺧﺮ. ﯾﺎﻻ ھﻨﺨﺮج زي زﻣﺎن ﻟﻮ ﺷﻌﺮك ﻣﺶ ﻣﺘﺰﺑﻂ ﻋﺎﯾﺰ ﻟﻤﺴﺔ ﻣﻦ اﻟﻔﻨﺎن
ﻓﯿﺎﻧﺴﯿﮫ أﻛﺘﺮ. ﻧﻔﺲ اﻟﺘﺮﻛﯿﺒﺔ اﻟﺮھﯿﺒﺔ ﻓﻲ ﻓﯿﺎﻧﺴﯿﮫ.  ﺗﺮﻛﯿﺒﺔ رھﯿﺒﺔ ﻓﻲ ﻓﯿﺎﻧﺴﯿﮫ ﻗﻠﻨﺎ أﻛﺘﺮ ﻣﻦ ﻛﺪه إﯾﮫ. دا ﻛﺮﯾﻢ ﺟﻞ ﻣﺴ ﱠﻤﻊ
ﻣﻦ ﻛﺪا إﯾﮫ
/kull ṭarīʔ wi-mʃīna ʕalīh, wil-Look sābit fil ʔukkīh wil-gaw miʃ ha-yʔassār fīh w(ʔ)iʃ-ʃakl
gamid ya Fiancée. miʃ ha-nkassil miʃ ha-nmassil. yallā ha-nuxrug zayy zamān.law ʃaʕrak
miʃ mitzabbaṭ ʕāyiz lamsah min (ʔ)il-fannān. dā Cream gil ʔiʃ-ʃaʕr bi-yilmaʕ Fiancée
min il-ʔawwil ʔāxir dā Cream gil misammaʕ. tarkībah rahībah fi Fiancée. ʔulnā min kidah
ʔīh ? nafs it-tarkībah ir- rahībah fi Fiancée. Fiancée ʔaktar min kidah ʔīh ?
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The great look Fiancée, on every road we step on and the look is fixed and ok, the weather
is not going to affect it, this is a cream gel, we are not slowing down we’re are not acting
down we’re going out like old days.
If your hair looks nasty you need an artist touch and your hair shines all in all it is a
famous gel
An amazing formula tell us what is better
Fiancée what is better, the amazing formula in Fiancée.
Example (7):
. ﻣﯿﻜﺮوﺑﺎظ اﻟﻔﻮﺗﻮن رﯾﱠﺢ ﻗﻠﺒﻜﻢ، اﻟﻠﻲ راﯾﺢ واﻟﻠﻲ راﺟﻊ ﻛﻞ ﯾﻮم. إﺳﻤﺤﻮﻟﻲ ﻛﻠﻜﻢ اﻟﻔﻮﺗﻮن ﺗﺤﺖ أﻣﺮﻛﻢ
- ﻋﯿﻨﯿﺎ ﻓﻲ وﺳﻂ راﺳﻲ واﻟﻔﻮﺗﻮن ﻣﯿﻜﻮﺑﺎﺻﻲ واﻟﺮاﺣﺔ ﺷﺊ أﺳﺎﺳﻲ. ﻧﺴﯿﺖ أﯾﺎم اﻟﺸﻘﺎ- ﻧﮭﺎرﻧﺎ ﻓُﻞ ﺑﻘﻰ واﻵﺷﯿﺔ ﻣﻌﺪن ﺑﻘﻰ
ﯾﺨﻠﱢﻲ ﺻﺎﺣﺒﻮ ﻋﺎﯾﺶ.  ﺟﻮا إﯾﮫ ﺑﺮا إﯾﮫ ﻋﻠﯿﮫ ﻣﻮﺗﻮر ﻋﻠﯿﮫ ﺷﺎﺳﯿﮫ، اﻟﺴﻜﺔ ﺑﻘﺖ ﺳﺎﻟﻜﺔ إﺳﻤﺤﻮﻟﻲ ﻛﻠﻜﻢ اﻟﻔﻮﺗﻮن ﺗﺤﺖ أﻣﺮﻛﻢ
. ﺑﺎﻷﻟﻮان ﻧﺰﻟﻮه ﻓِﺄم اﻟﺪﻧﯿﺎ ﺟﻤﻌﻮه. اﻟﻔﻮﺗﻮن ﺑﯿﻌﯿﺶ ﺑﺎﻟﺴﻨﯿﻦ ھﯿﻌﻄﻞ ﻣﻨﻚ وﻻ ﯾﻮم ھﯿﺨﺴﺘﻊ. وردﯾﺔ اﺗﻨﯿﻦ ﻟﻮ ﻣﺘﯿﻦ. ﺑﯿﮫ وﯾ ﱠﺪﻟﻊ
ﯾﺎ ﻓﻮﺗﻮن ﻣﻦ ﻣﻮدرن ﻣﻮﺗﻮرز. اﻟﻔﻮﺗﻮن ﺑﯿﻨﺎ ﻋﺎﻟﻄﺮﯾﻖ ﻧﺠﻮﻣﯿﺔ وﺑﺤﻖ وﺣﻘﯿﻖ
/ ʔismaḥūlī kullukum il-Foton taḥt ʔamrukum, ʔilli rāyiḥ willi rāgiʕ kull yūm, mukrubāẓ ʕilfutun rayyaḥ ʔalbukum, naharnā full baʔa wi (ʔ)il-ʔaʃyah maʕdan baʔa. nisīt ʔayām ʔiʃʃaʔah.
ʕinayya fi wisṭ rāsī wil-Foton mukrobāṣī wir-rāḥah ʃīʔ ʔasāsī- is-sikkah baʔit sālka.
ʔismaḥūliī kullukum il-Foton taḥt ʔamrukum, guwwā ʔīh barrā ʔīh ʕalīh matūr ʔalīh ʃasīh
. yixallī saḥbuh ʕāyiʃ bīh wi-yiddalaʕ. wardiyya ʔitnīn law matīn, il-Foton bi-yʕīʃ b(ʔ)issinīn hayiʕṭal minnak wallah yūm hayxastaʕ. bil-ʔalwān nazzilūh fi-ʔum id-dunya
gammaʕūh. il-Foton bīnna ʕaṭ-ṭarīʔ nugūmiyya wibḥaʔ wi ḥaʔīʔ/
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Allow me everyone, foton is under your service
For every one going or returning everyday foton is here to help you
Foton is my microbus and my eyes are focusing and the roadvertisements are clear
It is too comfy, and I forgot the hard days. Our morning is beautiful, and our earning is
great and will support you
Allow me all of you, foton is under your service
Inside and outside is great with excellent motor and body,
It lives for ages and never breaks down very strong can go for one and two rounds and
more. Foton is with us on the road to be stars.
They make in colors and sample it in Egypt. From Modern Motors
Example (8):
أﻧﺎ ﺟواﯾﺎ ﺻوﺗﯾن ﺻوت ﺑﯾﻘول ﺻدق ،ﺻوت ﺑﯾﻘول إوﻋﻰ ﺗﺻدق .ﺻوت ﺑﯾﻘول ﻋدي ﯾﺎ ﻋم إﺑراھﯾم ﻣﺎ ﺗﺑﻘﺎش
ﺣﻣﻘﻲ ﻗوي ﻛده ﺻﺣﺗك وﺻوت ﺑﯾﻘﻔش وﯾﻘوﻟﻠﻰ ﻣﺎھﻰ ﻣﺎﺷﯾﺔ زى اﻟﻔل آھﯾﮫ ﯾﺎ ﺣﻼوة ;واﻟﺻوت اﻟﺗﺎﻧﻲ ﯾﻛدﺑﮫ
وﯾﻘوﻟﻠﻲ اوﻋﻰ ﺗﻔوت ﺣﺎﺟﺔ

واﻟﺻوﺗﯾن دوﻻ ﻣﻌﺎﯾﺎ ﻓﻲ ﻛل ﻟﺣظﺔ ﻓﻲ ﺣﯾﺎﺗﻲ .ﻛل ﻛﻠﻣﺔ ﺑﻛﺗﺑﮭﺎ وﺑﻘوﻟﮭﺎ وﺑﺎﻧﺷرھﺎ

ﻣﻼزﻣﯾن ﺗﻔﻛﯾري ﻓﻲ ﻛل ﺗﻔﺻﯾﻠﺔ ﻓﻲ ﺣﯾﺎﺗﻲ.
ﺑس اﻧﺎ ﻣﻘرر اﺷﺗﻐل ﻟﻠﺑﻠد دي وﺷﻐﻠﺗﻲ ﯾﺎ ﺳﺎدة أﺳﺎﺳﮭﺎ اﻟﻣﻌﻠوﻣﺔ ﻓـ َﻣﺎﻵﺧر ﻣﺎ ﺗﺷﺗﻐﻠﻧﯾش  ،وﻻ ﺗﺳﺗﺧف ﺑﻌﻘﻠﻰ .
ﻧورﻧﻲ ﻓﮭﻣﻧﻲ ﻋرﻓﻧﻲ .ﻣﺎ ﺗﺳﺑﻧﯾش ﻋدﯾم اﻟﻣﻌﻠوﻣﺔ .ادﯾﻧﻲ اﻟﻣﻌﻠوﻣﺔ ﻛﺎﻣﻠﺔ ﻋرﻓﻧﻲ ﻛﻣواطن ﻗﺑل ﻣﺎ اﻛون ﺻﺣﻔﻲ
ﺑواطن اﻷﻣور ﺣﺗﻰ ﻟو ﻛﺎﻧت وﺣﺷﺔ  ،وﻗل ﻟﻰ اﻟﺣﺎﺟﺎت اﻟﻛوﯾﺳﺔ ﻋﺷﺎن ﻟﻣﺎ ﺑﻧﻌرف ﺑﻧﻘدر اﻟﻣﺳﺋوﻟﯾﺔ .دا ﺣﻘﻲ
ﻛﻣواطن .دا ﺣﻘﻲ ﻛﻣواطن
ﺻوت :ﻛل واﺣد ﻓﯾﻧﺎ ﺟواه اﺗﻧﯾن ﻣﺎﺷﯾﯾن ﻋﻛس ﺑﻌض ﻹن ﻣﺎ ﺣدش ﻓﯾﮭم ﻋﺎرف اﻟﺣﻘﯾﻘﺔ  ،ﻣن ﻏﯾر ﻣﺎ ﺗﻌرف ﻣش
ھﺗﺷوف اﻟﺻورة ﻛﺎﻣﻠﺔ
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(ﻌرﻓﺔ )ﺷﻌﺎر ﻣﻛﺗوب ﻓﻘط
ِ َﺣق اﻟ ُﻣواطن ﻓﻲ اﻟ َﻣ
/ʔanā guwwayā ṣūtīn, ṣūt bi-yʔūl ṣaddaʔ, ṣūt bi-yʔūl ʔiwʕā tiṣaddaʔ. ṣūt bi-yʔūl ʕaddī
ya-ʕamm Ibrahim ma-tibʔāʃ ḥimaʔī ʔawī kidah ṣiḥḥitak; wi ṣūt bi-yiʔfiʃ wi-yʔullī
ʔiwʕā tifawwit ḥāgah. ṣūt yiʔollī mahī māʃyah zayy (ʔ)il-full ʔahih ya-ḥalāwah, wi(ʔ)iṣ-ṣūt ʔit-tanī yikaddibuh. wi-(ʔ)iṣ-ṣutīn dūla maʕāyā fī kull laḥẓah fī ḥayātī, fī kull
kilmah baktibhā wi-baʔulhā wi-banʃurhā. milazmīn tafkīrī fī kull tafṣīlah fī ḥayātī bass
ʔanā miqarrar ʔaʃtaƔal f-(ʔ)ilbalad d ī wi ʃuƔlitī ya sādah ʔasashā il-maʕlūmah fa
m(ʔ)il-ʔāxir ma-tiʃtaƔalnīʃ, la tastaxiff

bi-ʕaqlī, nawwarnī, fahhimnī ʕarrafnī, ma-

tsibnīʃ ʕadīm il-maʕlūma. ʔiddīnī il-maʕlūma kamlah ʕarrafnī ka-muwāṭin ʔabl ma-kūn
ṣaḥafī buṭūn il-ʔumūr ḥattā law kānit wiḥʃa,w-ʔullī il-ḥagāt il-kuwayyisa ʕaʃān lammah
bniʕraf bi-nʔaddar il-masʔūliyya. da ḥaʔʔī ka-muwāṭin. da ḥaʔʔī ka-muwāṭin.
Voice: kull wāḥid fīna guwwah ʔitnīn māʃyīn ʕaks baʕḍ laʔin ma-ḥaddiʃ fihum ʕārif ilḥaʔīʔah. min Ɣīr ma tiʕraf miʃ ha-tʃūf iṣ-ṣūrah kamlah.
ḥaqq il-muwāṭin fī ʔalmaʕrifa (written slogan)/
A voice inside me says let it go uncle Ibrahim. I have two voices inside me one says
believe and the other says don’t believe. A voice says don’t miss a detail and the other
says go easy for your own health. It’s already working great. I have the two voices with
me in every single second of my life in every detail of my life.
But I decided to work for this country and the base of my job is information with every
word I write, say, and publish. Give me the whole information don’t leave me lacking
information, enlighten me and provide proper knowledge, to cut it short don’t play
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tricks on me and underestimate my mind. Give me information to understand as a
citizen before I am an insider journalist. Even if it’s ugly tell me and tell me the good
points too it’s my right as a citizen because when we know we tend to appreciate the
responsibility.
Every one of us has two voices contradicting each other because either knows the truth.
A voice: without knowledge you’ll never see the whole picture
A written slogan: citizen’s right of knowledge
Example (9)
وﺟﮭﮭﺎ ﻓوراً إﻟﻰ. ﺑﻧﺟﮭز ﻟرﻣﺿﺎن إﻧو إطﻌﺎم اﻟطﻌﺎم ﻣن أﻛرم وأﻧﺑل اﻟﻣﺻﺎرف اﻟﻠﻲ ﻣﻣﻛن ُﺗوﺟﱠ ﮫ إﻟﯾﮭﺎ اﻟزﻛﮫ
اﻟﻣؤﺳﺳﺎت اﻟﻠﻲ ﺑﺗﻘدم ﻟﻺﻧﺳﺎن اﻟطﻌﺎم
/ bi-ngahhizz li-ramaḍān. ʔinnu ʔiṭʕām ʔiṭ-ṭaʕām min ʔakram wa-ʔanbal (ʔ)il-maṣārif
ʔillī mumkin tuwaggah ʔilīha ʔiz-zakah . waggihhā fawran ʔilā ʔal-muʔassasāt ʔilli
bitʔaddim lil-ʔinsān ʔiṭ-ṭaʕām./
We prepare for Ramadan; giving away food is one of the most generous and noble
deeds of charity-zakkat. Immediately give your food donations to charities now as we
are preparing for Ramadan.
Example (10):
.  ﺗﺎﻛل ﻣ ﱡﻧو ﺗﻘول ھﺎت ﺗﺎﻧﻲ دا أﺣﺳن ﻛﺷري ﻓﻣﺻر. أﺣﺳن ﻛﺷري دا ﻛﺷري اﻟوﻧش. وﻧش ﯾﺎ وﻧش ﯾﺎ وﻧش ﯾﺎ وﻧش
 ﻛﺷري. ﻛﺷري ﺑﺟودة ﻋﺎﻟﯾﺔ ﻛﺷري ﺧﺎﻣﺎﺗﮫ ﻏﺎﻟﯾﺔ. ﻓﯾﮫ دور اول ودور ﺗﺎﻧﻰ وﻣﻛﺎن ﻟﻠﻌﺎﺋﻼت. ھﺗﺎﻛﻠﮫ ﺿﮭر وﻋﺻر
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.  ﻛﺷري اﻟوﻧش دا ﻣش ﺷﻣﺎل:ﻋﻠﻰ رأي اﻟﻣﺛل ﻣﺎ ﻗﺎل. ﻛﺷري اﻟوﻧش َﺳ َﺑﻊ ﻧﺟوم.  ﺗدﺧل ﺗﺎﻛل ﻣش ھﺗﻘوم.اﻟوﻧش
.ﻛﺷري اﻟوﻧش دا ﻣﯾﺔ اﻟﻣﯾﺔ أﺣﺳن ﻛﺷري ﻓﺎﻟﺟﻣﮭورﯾﺔ
ﺗوﺻﯾل اﻟطﻠﺑﺎت إﻟﻰ اﻟﻣﻧﺎزل أﯾﻧﻣﺎ ﻛﻧت.اﻟوﻧش ﺳﺑﻌﺗﺎﺷر ﺷﺎرع اﻟﻣﺣطﺔ أﻣﺎم ﻣُﺟﻣﱠﻊ اﻟﻣﺻﺎﻟﺢ اﻟﺣﻛوﻣﯾﺔ ﺑﺎﻟﺟﯾزة
(اﻟوﻧش أﺣﺳن ﻛﺷري ﻓﻣﺻر )ﺷﻌﺎر ﻣﻧطوق وﻣﻛﺗوب
/ winʃ ya winʃ ya winʃ ya winʃ. ʔaḥsan kuʃarī da kuʃarī il- winʃ. takul minnu ti-ʔūl hāt tānī,
da ʔaḥsan kuʃarī fi maṣr, ha-takluh ḍuhr w-ʕaṣr. makān l(ʔ)il-ʕāʔilāt tākul witʔūl hāt.
kuʃarī bi-gawdah ʕalyah. kuʃarī xamātuh Ɣalyah. kuʃarī (ʔ)il-winʃ tudxul tākul miʃ hatʔūm. kuʃarī (ʔ)il-winʃ sabaʕ nugūm. ʕalā raʔyy il-masal ma-ʔāl : kuʃarī (ʔ)il-winʃ dā miʃ
ʃimāl. kuʃarī (ʔ)il-winʃ da miyya (ʔ)il-miyyah. da ʔaḥsan kuʃarī f-(ʔ)il-gamhūriyyah.
ʔil-winʃ sabaʕtāʃar ʃāriʕ ʔil-maḥaṭṭah ʔamām mugammaʕ ʔil-maṣāliḥ ʔil-ḥukūmiyyah b(ʔ)ilgīzah. tawṣīl ʔiṭ-ṭalabāt ʔilā-(ʔi)l-manāzil ʔaynamā kunt. ʔil-winʃ ʔaḥsan kuʃarī fi
maṣr. (written and uttered slogan)/
Best koshary is koshary El-Wensh ya wensh ya wensh ya wensh
You’ll eat noon and after noon and say give me more, this is the best koshary in Egypt.
We have first and a second floor and a section for families
A high quality koshary with expensive ingredients
As the saying says “koshary El-Wensh 7 stars get in and you’ll never leave”
Koshary El-Wensh 100% is the best koshary in town
El-Wench 17 Mahata st, infront of mogamaa of governemental offices, Giza.
Home delivery wherever you are
A written and uttered slogan: “El-Wench best koshary in Egypt”
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Appendix B- Examples of advertisements in Type one TV networks
GC category:
) (1أﻧﺎ ﺳﺖ ﻣﺼﺮﯾﺔ ﯾﻌﻨﻲ ﻣﺶ ﺑﺲ دا اﻟﻠﻲ ﺑﯿﺤﺮﻛﻨﻲ ودا ﻛﻤﺎن ) أﺷﺎرت ﻟﻌﻘﻠﮭﺎ ﺛﻢ ﻗﻠﺒﮭﺎ(  ،وداﯾﻤﺎ ً ﻋﻨﺪي

إﺣﺴﺎﺳﯿﻦ ،

واﺣﺪ ﺑﯿﻘﻮﻟﻠﻲ إﺣﻨﺎ ﻣﺎﺷﯿﯿﻦ ﺻﺢ واﻟﺘﺎﻧﻲ ﺑﯿﻘﻮﻟﻠﻲ ھﻮا اﺣﻨﺎ راﯾﺤﯿﻦ ﻋﻠﻲ ﻓﯿﻦ .إﺣﺴﺎس ﯾﻘﻮل ﻟﻲ أﺧﯿﺮاً إﺣﻨﺎ طﺎﻟﻌﯿﻦ ﻟﺆ ﱠدام
 ،وإﺣﺴﺎس ﯾﻘﻮﻟﻠﻲ ﻷ إﺣﻨﺎ راﺟﻌﯿﻦ ﻟﻮرا .ﺗﮭﺖ اﺗﻠﺨﺒﻄﺖ  .ﺗﮭﺖ واﻟﻠﺨﺒﻄﺔ دي ﻋﻨﺪ ﻛﻞ اﻟﻨﺎس ﺑﺲ .ﺑﺲ أﻧﺎ ﻗﺮرت أ ْﻋﺮف
واﻋﺮﱠف اﻟﻨﺎس ﻗﯿﻤﺔ اﻟﺤﺎﺟﺎت اﻟﺤﻠﻮة اﻟﻠﻲ ﻓﻲ ﻣﺼﺮ ِ .ﻣﺴﻜﺖ ﻓﻲ ﺣﺎﺟﺔ ور ﱢﻛﺰت ﻋﻠﯿﮭﺎ  .اﻟ ُﻤﻨﺘَﺞ اﻟﻤﺼﺮى ﺷﺠﱠﻌﺘﮫ
وﻋﺮﱠﻓﺖ اﻟﻨﺎس ﻋﻠﯿﮫ  ،وﺻﺪﻗﻮﻧﻲ اﻟﻨﺎس ﻟﻤﺎ ﺑﺘﻌﺮف ﺑﺘﻔﮭﻢ وﺑﺘﺄدر اﻟﻤﺴﺌﻮﻟﯿﺔ.
ﺻﻮت :ﻛﻞ واﺣﺪ ﻓﯿﻨﺎ ﺟﻮاه اﺗﻨﯿﻦ ﻣﺎﺷﯿﯿﻦ ﻋﻜﺲ ﺑﻌﺾ  .ﻹن ﻣﺎ ﺣﺪش ﻓﯿﮭﻢ ﻋﺎرف اﻟﺤﻘﯿﻘﺔ  ،ﻣﻦ ﻏﯿﺮ ﻣﺎ ﺗﻌﺮف

ﻣﺶ

ھﺘﺸﻮف اﻟﺼﻮرة ﻛﺎﻣﻠﺔ .
ﺣﻖ اﻟﻤﻮاطﻦ ﻓﻲ اﻟﻤﻌﺮﻓﺔ )ﺷﻌﺎر ﻣﻜﺘﻮب ﻓﻘﻂ(
) (2آه .ودﻧﻰ ﯾﺎ َﻋ ّﻢ
ﺣﻮل اﻟﻘﻨﺎة ﯾﺎ اﺑﻨﻲ
اﺳﺘﺴﻤﺎر .ﻗﻨﺎة اﻟﺴﻮﯾﺲ اﻟﺠﺪﯾﺪةَ .ﻛﻠُﻮا ﻓﻠﻮس اﻟﻐﻼﺑﺔ  .ﺗِﺮﻋﺔ أُ ْﻗﺴﻢ ﺑﺎ .4أ ْﻗﺴﻢ ﺑﺎ 4ﺗﺮﻋﺔ وﯾﻘﻮﻟﱠﻚ ﻗﻨﺎة .ﱢ
ﺣﻮﱠل اﻟﻘﻨﺎة ﯾﺎ ﻣﺤﻤﺪ.
ﺷﺎﯾﻒ اﻟﻈﻠﻢ ﱢ
واﻻﻓﺘﺮا .
إﻧﺖَ ﻋﺎرف اﻟﻘﻨﺎة اﻟﻠﻲ اﻧﺖ أﻟَﺒﺘَﮭﺎ دي ﺑﺴﻢ ﷲِ ﻣﺎﺷﺎء ﷲ .ﺑﺴﻢ ﷲِ ﻣﺎ ﺷﺎء ﷲ ﺑﺘﺸﯿﻞ َﺧ َﻤﺲ ﺳﻔﻦ ﺟﻤﺐ ﺑﻌﺾ ﺗﻼﺗﺔ راﯾﺢ
واﺗﻨﯿﻦ ﺟﺎى  ،وﻣﻦ ﻏﯿﺮ ﻣﺎ ﯾﺤﻜﻮا .ﻣﺸﺮوع ﻗﻮﻣﻰ دوﻻر ﯾﺎ اﺑﻨﻰ.
رﺟﻊ اﻟﻘﻨﺎة ﯾﺎ ﻣﺤﻤﺪ.
ﯾﺎ اﺑﻨﻰ اﺗﻘﱠﻲ ﷲ اﻟﺪوﻻر ﺑﻘﻰ ﺑﻌﺸﺮﯾﻦ وراﯾﺢ ﻟﻠﺘﺴﻌﺔ وﺗﻼﺗﯿﻦ .
طﺐ اﻗﻮﻟﻚ ﺣﺎﺟﺔ ﺑﺲ َﻣ ْﺘﺴﯿﱠﺤﺶ  .أﻧﺎ ﻟﯿﺎ اﺑﻦ ﻋﻤﺘﻰ ﺟُﻮا أوى .
ﺟُﻮا ﻓﯿﻦ؟
ﺷﺶ .ﺑِﯿﻘﻮﻟﻚ ﻛﻞ ﺣﺎﺟﺔ ﻣﺪروﺳﺔ ﻛﻮﯾﺲ أوي .ﺑِﺴﻢ ﷲِ ﻣﺎﺷﺎءﷲ .ﺑِﺴﻢ ﷲ ﻣﺎ ﺷﺎء َﻣﺰارع ﺳﻤﻚ  ،ﺧﻤﺴﺘﺎﺷﺮ ﻣﻠﯿﻮن ﻓﺪان،
ﺷﺮق اﻟﺘﻔﺮﯾﻌﺔ اﻟﺘﻔﺮﯾﻌﺔ ﻧﻔﺴﮭﺎ  .ﻋﺎﺻﻤﺔ إدارﯾﺔ ﺟﺪﯾﺪة.راس ﺑﺮاس ﻣﻊ اﻟﯿﺎﺑﺎن ﯾﺎ ﻣﻌﻠﻢ.
راس ﺑﺮاس ﻣﻊ اﻟﯿﺎﺑﺎن ِ .ھﮫ
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ﺻﻮت :ﻓﻰ اﻟﻤﻄﺒﻼﺗﻰ اﻟﻠﻰ ﺷﺎﯾﻒ ﻛﻞ ﺣﺎﺟﺔ ﻓﻠﱠﺔ ،وﻓﻲ اﻟﻤﺄﻟﱢﻼﺗﻰ اﻟﻠﻰ ﺷﺎﯾﻒ ﻛﻞ ﺣﺎﺟﺔ ﺳﻮدا .واﻻﺗﻨﯿﻦ ﻣﺶ ﻋﺎرﻓﯿﻦ
اﻟﺤﺌِﯿﺌﺔ.اﻟﻮاﻗﻊ.
اﻟﻮاﻗﻊ ﺑﯿﻘﻮل إن ﻣﺼﺮ ﻣﺤﺘﺎﺟﺔ ﺗﻌﻤﻞ ﻣﺸﺎرﯾﻊ ﻛﺒﯿﺮة ﻓﻲ ﻛﻞ اﻟﻘﻄﺎﻋﺎت  ،طﺐ إﯾﮫ اﻟﻠﻲ اﺗﻌﻤﻞ .ﻓﻰ آﺧﺮ ﺳﻨﺘﯿﻦ ﻣﺼﺮ
ﺑﺪأت ﻓﻲ ﺳﺘﱠﻼف وﺳﺘُ ِﻤﯿﺔ ﻣﺸﺮوع ﻗَﻮﻣﻰ ﺑﺘﻜﻠﻔﺔ َﻣﮭُﻮﻟﺔ ﻓﻲ ﻛﻞ ﻣﺤﺎﻓﻈﺎت ﻣﺼﺮ اﻟﻤﺸﺎرﯾﻊ دي ﺷﻐﺎل ﻋﻠﯿﮭﺎ اﻟﻨﮭﺎرده أﻛﺘﺮ
ﻣﻦ أﻟﻒ وﺧﻤﺴﻤﯿﺔ ِﺷﺮﻛﺔ ﻗﻄﺎع ﺧﺎص ورُﺑﻌﻤﯿﺔ ﻣﻜﺘﺐ اﺳﺘﺸﺎري و ﺣﻮاﻟﻲ اﺗﻨﯿﻦ ﻣﻠﯿﻮن ﻋﺎﻣﻞ .طﺐ ﻛﻞ اﻟﻠﻲ اﺗﻌﻤﻞ دا
ﻛﻔﺎﯾﺔ ﻷ طﺒﻌﺎ ً واﻟﻜﻞ ﻋﺎرف إﻧﱡﻮ ﻣﺶ ﻛﻔﺎﯾﺔ .ﻟﻜﻦ ﻟﻮ ﻣﺶ ﻋﺎرﻓﯿﻦ اﻟﺤﺌِﯿﺌﺔ ﻣﺶ ھﻨﺸﻮف اﻟﺼﻮرة ﻛﺎﻣﻠﺔ
ﺣﻖ اﻟﻤﻮاطﻦ ﻓﻲ اﻟﻤﻌﺮﻓﺔ ) ﺷﻌﺎر ﻣﻜﺘﻮب(

) (3ﺑَﺌُﻮﻟﱢﻚ إﯾﮫ  .أﻧﺎ ﻓﮭﻤﺖ زوﺋِﻚ ﺗﺎﺧﺪي دي اﺳﻤﮭﺎ ﻋﻀﺔ اﻟﻨﻤﺮ" وخ" ) ﺻﻮت ﻧﻤﺮ(
اﻋﻤﻞ ﺣﺴﺒﺘﻚ ﯾﺎ ﻛﺸﻤﯿﺮ  ،وھﺎت اﻟﻔﺎﺗﻮرة ﻋﺸﺎن ﻋﺎﯾﺰة أ َﻣ ﱢﺸﻲ .
َﻔﺴﻚ ﻓِﻀﺮﯾﺒﺔ ﻟﯿﮫ .
ﺮش ﻛﺘﯿﺮ.وﺗَﺪ ﱠﺧﻠﻲ ﻧ ِ
ﻓﺎﺗﻮرة  .أُﻣﻚ دي! ﺑﺼﻲ ﯾﺎ ﺑﻨﺘﻲ اﻟﺠﻮازة اﻟﻠﻲ ﺑﺘﺒﺘﺪي ﺑﻔﻮاﺗﯿﺮ َﻣﺒِﺘﻌ ﱠﻤ ِ
إﯾﮫ اﻷﻻﻋﯿﺐ دي ﯾﺎ ﻛﺸﻤﯿﺮ  .ﯾﺎ ﺟﻤﺎﻋﺔ ﻻزم ﻧﺎﺧﺪ ﻓﺎﺗﻮرة ﻣﺶ ﺑﯿﺎن أﺳﻌﺎر ﻋﻠﻰ أي ﺧﺪﻣﺔ أو ﺑﻀﺎﻋﺔ ھﺘﺸﺘﺮﯾﮭﺎ ﻋﺸﺎن
َﻣﺤﺪﱢش ﯾﺎﺧﺪ ﺣﺌﱠﻚ.
ﯾﺎ ﻋﻢ ﻛﺸﻤﯿﺮ اﻟﺌُﻤﺎﺷﺔ اﻟﻠﻲ ﺧﺪﺗﮭﺎ ﻣﻨﻚ اﻣﺒﺎرح طﻠﻌﺖ ﺷﺎﯾﻄﺔ .أﻧﺎ ﯾﺎ اﺑﻨﻲ ادﯾﺘﻚ ﻓﺎﺗﻮرة!
ﻷ .ﺣﻀﺮﺗﻚ َﻣﺪﯾﺘﻨِﯿﺶ ﻓﺎﺗﻮرة ﺧﺎﻟﺺ.
ﺧﻼص .ﯾﺒﺌَﻰ اﻟﺸﯿﺎط ﻣﻦ ﻋﻨﺪﻛﻢ ِ .رﯾﺤْ ﺘﮫ ﻋﻨﺪﻛﻢ.
ﺻﻮت :ﺿﺮﯾﺒﺔ اﻟﻘﯿﻤﺔ اﻟﻤﻀﺎﻓﺔ  .اﺣﺴﺒﮭﺎ ﺑﺮاﺣﺘﻚ ﺗﻼﺋِﯿﮭﺎ ﻓِـﻤﺼﻠﺤﺘﻚ ) ﺷﻌﺎر ﻣﻜﺘﻮب وﻣﻨﻄﻮق(
MN category
) (4ﯾﺎ ﻟﮭﻮي دا ﻓﺎﺿﻞ ﺗﻼت ﺳﺎﻋﺎت ﻣﻌﺌُﻮﻟﺔ ھﺎﻟ َﺤـﺄ اﻓﻄﺮ ﺑﺮﱠه  .اﺻﺤﻰ ﻓُﻮﱠء ﻓُﻮﱠء ﺻﺤﱠﯿﺘﻚ ِﻣﯿﺔ ﻣﺮة.
أﻧﺎ واد ﺧﻼﺻﺔ ﻻﺻﺔ وﻣﯿﺔ ﻣﯿﺔ وﻻ أي ﺣﺎﺟﺔ ﺣﺎﺟﺔ ﺗﺮوح ﻋﻠﯿﺎ .
ﯾﺎ ﺑﻮﻧﺒﻮﻧﺎﯾﺔ ﻧﺎﯾﺔ ﯾَﺄﻟﻤﺎظﯿﺔ
ھﺎﺳﺒﻘﻚ ﻋﻠﻰ ھﻨﺎك.
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ھﺎﺟﯿﺐ ﻛﻨﺎﻓﺔ ﻧﺎﻓﺔ وﻣﮭﻠﺒﯿﺔ.
ﻻزم ﺗﺴﺘﻨﻰ دورك  .إﺣﻨﺎ ھﻨﺎ ﻣﻦ ﻗﺒﻠﻚ .ﻣﺎ ﺣﺪ ﯾﺌُﻮﻟﱡﮫ ﺣﺎﺟﺔ  .ارﺟﻊ ﯾﺎ ﺑﺌَﻰ اﺣﺴﻨﻠﻚ.
ﻋﻢ ﯾﻠﱢﻲ ﻋﺎﻣﻠﱢﻰ ﺣﻮار ﻋﺪﱢﯾﻨﻲ ﺑَﺲ وراﯾﺎ ِﻣﺸﻮار .أﻧﺎ واد ﺧﻼﺻﺔ ﻻﺻﺔ وﻣﯿﺔ ﻣﯿﺔ وﻻ أي ﺣﺎﺟﺔ ﺣﺎﺟﺔ ﺗﺮوح ﻋَﻠﯿﺎ .
زھﺐ اﻟﺘﺎﻛﺴﻲ ﻋ ﱠﺪى وﺳﺎﺑﻨﻲ ﺑﺮﺿﮫ رﻛﺒﺖ اﻧﺎ ﻓﯿﮫُ .ﺷﻔﺖ اﻟﻔﺰﺑﺎ ﻗُﻠﺖ دي ﺣﻠﻮة ھﺘﻮدﯾﻨﻲ ﻗﺒﻠﯿﮫ.
ﻋﺸﺎﻧﻚ اﻧﺖ آ ُﺧﺪ ُﻏﺮز واطﯿﺮ واﻏﯿﱠﺮ ﺳﻜﺘﻰ  .دا إﻧﺖَ واد زوق وطﻠﻌﺖ ِﻛﯿﻮت وﻓﯿﻚ ﺷﺒﮫ ِﻣﻦ ﻗُﻄﺘﻰ.
ﺗﻌﺎ َل ﯾﺎ اﺑﻨﻲ ﺗﻌﺎﻟﻰ ﻋﻨﺪي دول ﻛﻠﻮا أﻛﻠﻰ  .ﺗﻌﺎﻟﻰ ﺟﻨﺒﻲ
إﯾﺪك دي ﯾﺎ َﺷﻠَﺒﯿﺔ .ھﮫ.ﻣﺶ اﻧﺎ اﻟﻠﻲ ﺗﺮوح ﻋﻠﯿﺎ .ﺑِ ّ
ﺖ
دا واد ﺧﻼﺻﺔ ﻻﺻﺔ وﻣﯿﺔ ﻣﯿﺔ .وﻻ أي ﺣﺎﺟﺔ ﺣﺎﺟﺔ ﺗﺮوح ﻋﻠﯿﺎ
ﺻﻮت :ﻋﺸﺎن ﻣﺎﻓﯿﺶ ﺣﺎﺟﺔ ﺗﺮوح ﻋﻠﯿﻚ أوراﻧﺞ ﻋﻤﻠﺘﻠﻚ ﺑﺎﻗﺔ ﻓﻮﻛﺲ دوﺑﻞ ﻓﯿﮭﺎ  ٩٠وﺣﺪة أﺳﺎﺳﯿﺔ وﺗﻼﺗﯿﻦ وﺣﺪة ھﺪﯾﺔ ،
ﺗﺴﺘﺨﺪﻣﮭﻢ دﺋَﺎﯾـء  ،ﻣﯿﺠﺎﺑﺎﯾﺘﺲ ورﺳﺎﯾﻞ  ،واﻟﻠﻲ ھﯿﺘﺒﺌَﻰ ﻣﻨﮭﻢ ﻣﺶ ھﯿﺮوح ﻋﻠﯿﻚ.
ﻣﻌﺎك ﻓﻲ اﻟﻠﻲ ﯾﮭﻤﻚ أوراﻧﺞ) .ﺷﻌﺎر ﻣﻜﺘﻮب وﻣﻨﻄﻮق(
CF category:
) ( 5أﻧﺎ زﯾﻦ أﻧﺎ اﺳﻤﻲ زﯾﻦ ﯾﻮﺳﻒ أﻧﺎ ﻋﻨﺪي ﻋَﺸﺮ ﺳﻨﯿﻦ أﻧﺎ ﺑﺮوح اﻟﻤﺪرﺳﺔ ﻛﻞ ﯾﻮم ﺻﺤﺎﺑﻲ ﻓﻲ اﻟﻤﺪرﺳﺔ
ﻋﻤﻠﻮا ﺣﻔﻠﺔ وأﺻﱡ ﻮا ﺷﻌﺮھﻢ ﻋﺸﺎن ﺷﻌﺮي ﻛﺎن ھﯿﻘﻊ
أﺻﻌﺐ اﻟﻠﺤﻈﺎت ﻟﻤﺎ ﺳﻤﻌﺖ ﻛﻠﻤﺔ اﺑﻨﻚ ﻋﻨﺪه ﺳﺮطﺎن ﻟ ﱠﻤﺎ ﺷﻌﺮه وﻗﻊ أول ﻣﺮة وھﻮ ﻓﺤُﻀﻨﻲ ﻟﻤﺎ ﻛﺎن ﯾﺒﺘﺴﻤﻠﻲ
وھ ﱠﻮ ﺗَﻌﺒﺎن أوي ﻋﺸﺎن ﯾﻄﻤﻨﱢﻲ إن ھﻮ ﻛﻮﯾﺲ
اﻟﻠﻲ ﺑﯿﺨﻔﻒ اﻷﺿﺎ ﺷﻮﯾﺔ إن ﯾﺒﻘﻰ ﻟﮫ ﻋﻼج أو ﻟﮫ ﻣﻜﺎن أﻗﺪر أﻋﺎﻟﺞ ﻓﯿﮫ.واطﱠﻤﻦ إن ﻓﻲ ﺣﺪ ﻣﺴﺘﻨﻲ اﺑﻨﻲ  .أﻧﺎ ﺑﻄﻠﺐ ﻣﻨﻜﻮا
ﺗﺘﺒﺮﻋﻮا ﻟﻤﺴﺘﺸﻔﻲ ﺧﻤﺴﻤﯿﺔ ﺧﻤﺴﻤﯿﺔ  ،ﻋﺸﺎن أي أم اﺑﻨﮭﺎ أو ﺑﻨﺘﮭﺎ ﻣﺮﯾﺾ ﺑﺎﻟﺴﺮطﺎن ﻣﺘﺤﺴﺶ إن ﺿﮭﺮھﺎ ﻟﻠﺤﯿﻂ.ﻛﻞ
أﻣﮭﺎت ﻣﺼﺮ ﯾﺴﺘﺎھﻠﻮا إﻧﮭﻢ ﯾﻼﺋُﻮا ﻣﻜﺎن ﯾﻌﺎﻟﺞ وﻻدھﻢ ﺑﺎﻟﻤﺠﺎن وﺑﺄﺣﺪث اﻹﻣﻜﺎﻧﯿﺎت اﻟﻌﺎﻟﻤﯿﺔ .
ﺻﻮت :ﻋﺸﺎن ﻧﻌﺎﻟﺞ ﻛﻞ ﻣﺮﯾﺾ ﺑﺎﻟﺴﺮطﺎن ﻓﻲ ﻣﺼﺮ ﺑﺄﺣﺪث اﻷﺟﮭﺰة اﻟﻠﻲ اﺗﻌﺎﻟﺞ ﺑﯿﮭﺎ زﯾﻦ ﻓﺄﻣﺮﯾﻜﺎ ﺑﻨﺒﻨﻲ اﻟﻨﮭﺎرده
ﻣﺴﺘﺸﻔﻰ ﺧﻤﺴﻤﯿﮫ ﺧﻤﺴﻤﯿﮫ .أﻛﺒﺮ ﻣﺴﺘﺸﻔﻰ ﻓﻲ اﻟﻌﺎﻟﻢ ﻟﻌﻼج اﻟﺴﺮطﺎن ﺑﺎﻟﻤﺠﺎن .ﻓـِﺨﻤﺴﻤﯿﺔ ﺧﻤﺴﻤﯿﺔ ھﻨﻌﺎﻟﺞ ﻛﻞ ﻣﺮﯾﺾ
ﺑﺎﻟﺴﺮطﺎن ﺻُﻐﯿﱠﺮ أو ﻛﺒﯿﺮ ) ﻛﺘﺎﺑﺔ :ﻛﻞ اﻷﻋﻤﺎر ﻛﻞ اﻟﺤﺎﻻت  ٪١٠٠ﻣﺠﺎﻧﺎ ً( ﻣﮭﻤﺎ ﻛﺎﻧﺖ ﺣﺎﻟﺘﮫ ﻣﯿﺔ ﻓﻲ اﻟﻤﯿﺔ ﻣﺠﺎﻧﺎ ً.
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إﺗﺒﺮع ﻋﻠﻰ ﺣﺴﺎب ﺧﻤﺴﻤﯿﺔ ﺧﻤﺴﻤﯿﺔ ﻓﻲ ﺟﻤﯿﻊ اﻟﺒﻨﻮك اﻟﻤﺼﺮﯾﺔ .ﻣﺴﺘﺸﻔﻰ ﺧﻤﺴﻤﯿﺔ ﺧﻤﺴﻤﯿﺔ ﺗﺤﺪي ﻛﺒﯿﺮ وإن ﺷﺎء ﷲ
ﻛﻠﻨﺎ ﻗﺪ اﻟﺘﺤﺪي.
ﻛﺘﺎﺑﺔ  :إﺗﺒﺮع ﻋﻠﻰ ﺣﺴﺎب  500 500ﻓﻲ ﺟﻤﯿﻊ اﻟﺒﻨﻮك اﻟﻤﺼﺮﯾﺔ.
) (6ﺑﻨﺘﻲ ﺣﺒﯿﺒﺘﻲ وﻧﻮر ﻋﯿﻨﯿﺎ اﺳﻤﮭﺎ ﺟﻤﯿﻠﺔ  ،ھﻲ ﺣﯿﺎﺗﻲ وأﻟﺒﻲ وروﺣﻲ وﻧﻮﱠارة اﻟﻌﯿﻠﺔ
ﻓﺮﺣﺎﻧﺔ

ﻛﺎﻧﺖ ﻟﻤﺎ ﺑﺘﺪ َﺣﻚ ﺗﻠﺌَﻰ اﻟﺪﻧﯿﺎ

ﺷﺎطﺮة وﻛﻞ اﺻﺤﺎﺑﮭﺎ ﯾﺤﺒﻮا ﯾﻠﻌﺒﻮا ﻣﻌﺎھﺎ  ،وﻓﻲ ﯾﻮم ﺟﯿﺖ أأﻟﯿﻠﮭﺎ ﺑﻄﺎطﺲ ﻋﻠﺸﺎن أﺑﺴﻄﮭﺎ وﺋِﻊ اﻟﺰﯾﺖ ﻋﻠﻰ

وﺷﮭﺎ ﺣﺮﻗﮫ ودﻣﺮت ﺣﯿﺎﺗﮭﺎ  .وﺟﺮﯾﺖ ﺑﯿﮭﺎ ﻟﻜﺬا ﻣﺴﺘﺸﻔﻰ ﻧﺤﺎول ﻧﻨﻘﺰھﺎ ﻗﺎﻟﻮﻟﻨﺎ أﺳﻔﯿﻦ ﯾﺎ اﻣﻮ ﺟﻤﯿﻠﺔ ﻣﺎ ﻓﯿﺶ ھﻨﺎ ﻋﻼﺟﮭﺎ
ﺻﻮت:
ھﯿﺎ دي ﺣﻜﺎﯾﺔ ﺟﻤﯿﻠﺔ وﯾﯿﺠﻲ ﻣﻠﯿﻮن ﻋﯿﻠﺔ .ﺣﻜﺎﯾﺔ واﺣﺪة ﻟﻤﻠﯿﻮن واﺣﺪة ﻣﺶ ﺑﺲ ﺟﻤﯿﻠﺔ
أﻛﺘﺮ ﻣﻦ رﺑﻌﻤﯿﺔ وﺗﻤﻨﯿﻦ أﻟﻒ ﺑﯿﺘﺸﻮھﻮا  ،ﺑﯿﻤﻮﺗﻮا ﻛﻞ ﺳﻨﺔ ﻷﻧﮭﻢ ﻣﺎ ﺑﯿﻼﺋُﻮش ﻣﻜﺎن ﯾﻌﺎﻟﺠﮭﻢ ﻣﻦ اﻟﺤﺮوء ﻣﺴﺘﺸﻔﻰ أھﻞ
ﻣﺼﺮ أول ﻣﻜﺎن ﻟﻌﻼج اﻟﺤﺮوء ﺑﺎﻟﻤﺠﺎن اﻟﺘﺒﺮع ﻋﻠﻰ ﺣﺴﺎب ﺗﻤﺎﻧﯿﺔ وﺗﺴﻌﯿﻦ ﺗﺴﻌﺔ وﺗﺴﻌﯿﻦ ﻓﻲ ﻛﻞ ﺑﻨﻮك ﻣﺼﺮ
Banks category:
)  ( 7ﺑﺎﺑﺎ ﻣﻤﻜﻦ اﻟﻤﺼﺮوف
إﻣﻀﯿﻠﻲ ھﻨﺎ  .اﻟﺘﻠﯿﻔﻮن واﻟﻌﻨﻮان ﻋﻠﻰ اﻟﻀﮭﺮ.
اﻟﻌﻨﻮان؟
وإﻣﻀﺎ ھﻨﺎ  ،واﺧﺘﮭﺎ ھﻨﺎ  .ﻷ دي ﻣﺶ اﺧﺘﮭﺎ .ﻷ .ﻟﯿﮫ ﯾﺎ أﺧﻲ ﺑﺘﺸﻄﺐ .ھﻨﻀﻄﺮ ﻧﻌﯿﺪ اﻟﻮر َءة ﻛﻠﮭﺎ ﻣﻦ اﻷول ﺗﺎﻧﻲ  .روح
ﺑﺄ َ ﺻﻮﱠرﻟﻲ اﻟﺒﻄﺎﺋَﺔ وﺗﻌﺎﻟﻰ .
ﺑﻄﺎﺋَﺔ إﯾﮫ ﯾﺎ ﺑﺎﺑﺎ أﻧﺎ اﺑﻨﻚ.
اﺗﻔﻀﻞ ﺑﺌَﺎ ُﺧﺶّ ﻋﻨﺪ اﻟﻨﯿﺶ ﺧﻠّﺺ ورﻗﻚ ﻋﻠﻰ ﻣﺨَﻠﺺ اﻷﺳﺘﺎز.
ﺻﻮت :اﻟﺘﻌﺌِﯿﺪ ﯾﺒﻮﱠظ أي ﻋﻼﻗﺔ ﻓﻲ ﺑﻨﻚ إن ﺑﻲ ﻛﺎ ﺳﮭﱢﻠﻨﺎ اﻟ ُﻤﻌﺎﻣﻼت اﻟﯿﻮﻣﯿﺔ .إن ﺑﻲ ﻛﺎ َﻋﺸَﺮ ﺳﻨﯿﻦ ﻋﻼﻗﺔ ﻧﺎﺟﺤﺔ ﺑﯿﻦ ﻋﻤﯿﻞ
وﺑﻨﻚ
ﺷﻌﺎر اﻟﺒﻨﻚ اﻟﻤﻜﺘﻮب NBK :اﻟﻮطﻨﻲ ﺑﻨﻚ ﺗﻌﺮﻓﮫ وﺗﺜﻖ ﺑﮫ.
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)  (8ﻛﺘﺎﺑﺔ  :اﻷﻣﻞ اﻟﺜﻘﺔ اﻟﺠﺪﻋﻨﺔ– اﻟﻨﺨﻮة
ﺻﻮت :ﻛﻠﻨﺎ ﺑﻨﮭﺘﻢ ﺑﻤﻈﮭﺮﻧﺎ ﺑﺲ أﺧﻼءْ ﻧﺎ وﻗﯿﻤﻨﺎ ھ ﱠﻤﺎ أﺟﻤﻞ ﺣﺎﺟﺔ اﻟﻨﺎس ﺑﺘﺸﻮﻓﮭﺎ ﻓﯿﻨﺎ .
ﺗﺰﯾﱠﻨﻮا ﺑﺎﻷﺧﻼق
ﻛﺘﺎﺑﺔ  :اﻟﺒﻨﻚ اﻷھﻠﻰ اﻟﻤﺼﺮى
ﺑﻨﻚ أھﻞ ﻣﺼﺮ
Resorts category:

) (9ﻧﺎس ﻛﺘﯿﺮ ﺑﺘﺴﺄﻟﻨﺎ ﺣﻜﺎﯾﺘﻨﺎ ﺑﺪأت إزاى وﻓﯿﻦ
ھﯿﺎ ﺻﺤﯿﺢ ﺑﺪأت إزاى ؟
ھﮫ .أﻛﯿﺪ ﺑﺪأت ﻓﻲ ﻣﻜﺎن ﺟﻤﯿﻞ ﺟﺪاً .
ﻓﺎﺗﺮﺳﻤﻨﺎ  .أو ﻛﻨﺎ ﻓﺎﻛﺮﯾﻦ ﻛﺪا  ،واﺗﻠ ﱢﻜ ِﻜﺖ  .اﺗﻠ ﱢﻜ ْﻜﺖ  .وﻋﻤﻠﺖ ﻟﻔﺘﮫ روﻣﺎﻧﺴﯿﺔ ،
وﻣﺶ ھﺘﻌﻤﻠﮭﺎ ﺗﺎﻧﻲ ﯾﺎ ﻋﻤﺮو.
وﺟﮫ اﻟﻮﻗﺖ اﻟﻠﻲ اﺳﺘﻌﺮض ﻓﯿﮫ ﻣﻮاھﺒﻲ.
واﻧﺎ ﻗﺮرت أﻓﺮض ﺳﯿﻄﺮﺗﻲ.
وﺳﺎﻋﺘﮭﺎ ﻋﺮﻓﻨﺎ إن ھﯿﱠﺎ دي اﻟﺒﺪاﯾﺔ.
ھﯿﺎ ﯾﻤﻜﻦ ﻣﺎ اﺑﺘﺪﺗﺶ ﻛﺪا.
أﯾﻮه ﺑﺲ دا اﻟﻠﻲ ﻛﺎن أﻛﯿﺪ ھﯿﺤﺼﻞ ﻟﻮ ﻛﻨﺎ رﺣﻨﺎ ﻧﯿﻮﺑﻮﻟﯿﺲ.
اﻟﻤﻜﺎن اﻟﻠﻲ ﻓﻲ وﻗﺖ ﺗﺴﺘﻤﺘﻊ ﺑﺎﻟﺪﯾﺰاﯾﻨﺰ واﻟﻔﯿﻮ دا .ﻹن اﻟﺮوﻣﺎﻧﺴﯿﺔ اﻟﺤﻘﯿﻘﯿﺔ ﻣﺤﺘﺎﺟﺔ ﺣﯿﺎة ﻋﻤﻠﯿﺔ.
ﻛﺘﺎﺑﺔ  :ﻧﯿﻮﺑﻮﻟﯿﺲ ﻓ ﱠﻜﺮ ﻋﻤﻠﻲ  ..ﻋﯿﺶ ﻧﯿﻮﺑﻮﻟﯿﺲ
ﺻﻮت :ﻧﯿﻮﺑﻮﻟﯿﺲ ﻣﻦ وادي دﺟﻠﺔ دﯾﻔﻠﻮﺑﻤﻨﺖ
) ( 10إﺳﱠﻼ ُم ﻋﻠﯿﻜﻮ.
ھﻲ ﱠ
ﯾﻼ ﯾﺎ اﺻﺤﺎب ﺑﯿﻨﺎ ﻧﺴﮭﺮ ﺑﯿﻨﺎ ﻧﻔﺮح
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ﺗﻌﺎﻟﻰ ﻋﻠﻰ ﺷﻂ ﺑﺤﺮ اﻟﮭﻮي
ﺗﻌﺎﻟﻰ رﺳﯿﺖ ﻣﺮاﻛﺒﻨﺎ
اﻟﺸﻮء ﺟﻤﻌﻨﺎ ﺳﻮا اﺣﻨﺎ وﺣﺒﺎﯾﺒﻨﺎ
وﯾﻠﻲ ﯾﺎ ﺳﻨﯿﻨﻲ ﻋﻮدي وﻟﻮ ﺳﻮاﻧﻲ ﺑﺄى ﻓﻲ اﻟﺨﯿﺎل
وﯾﻠﻲ ﯾﺎ ﺳﻨﯿﻨﻲ ﻋﻮدي واﺣﺸﻨﻲ ﺗﺎﻧﻲ ﻟﻌﺐ اﻟﻌﯿﺎل
ﺧﻼص ھَﺴﯿﻄﺮ ھَ ُﺨﺶ ﺑﺄﻟﺐ ﻓﺎﯾﺘﺮ
ھﺒﻄﻞ اﻟ ﱡﺪﺧﺎن اﻧﺎ ﻣﺶ ھﺤﺘﺎج اﻟﻼﯾﺘﺮ
ﻣﻦ اﻟﻄﯿﺎرة اﻧﻂ اﻓﺘﺢ ﺑﺎراﺷﻮت
ھﻨﻔﺾ ﻟﻠﺴﻮاﻗﺔ م اﻟﺰﺣﻤﺔ ھَﻜﺖ
ﻟﯿﻠﺔ ﻋﯿﺪ ﻟﯿﻠﺔ ﻋﯿﺪ اﻟﻠﯿﻠﺔ ﻟﯿﻠﺔ ﻋﯿﺪ
ﺗﻌﺎﻟﻰ ﺑﯿﻨﺎ ﻧﺴﮭﺮ ﺑﯿﻨﺎ ﻧﻔﺮح
اﻟﻠﯿﻞ ﻋﺎﯾﺰﻧﺎ ﻧﺴﮭﺮ وﻟﯿﮫ ﻣﺎﻧﺴﮭﺮوش
طﻠﻌﺖ ﯾﺎ ﻣﺤﻼ ﻧﻮرھﺎ ﺷﻤﺲ اﻟﺸﻤﻮﺳﺔ
طﻠﻌﺖ ﯾﺎ ﻣﺤﻼ ﻧﻮرھﺎ ﺷﻤﺲ اﻟﺸﻤﻮﺳﺔ
طﻠﻌﺖ ﯾﺎ ﻣﺤﻼ ﻧﻮرھﺎ ﺷﻤﺲ اﻟﺸﻤﻮﺳﺔ
ﻣﻮﺳﻰ ﻛﻮﺳﺖ
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روح اﺗﺒﺴﻂ طﻮل اﻟﺴﻨﺔ
)  (11إﺻﺤﺎﺑﻚ اﻟﻤﮭﯿﺒﺮﯾﻦ ﻋﺎﯾﺰﯾﻨﻚ ﯾﺎ ﻋﺰ  .ھﺎ
ﺟﺎھﺰﯾﻦ؟
ﻧﻤﺸﻲ أﺣﺴﻦ دول ﺗﻠﺘﻤﯿﺔ ﻣﺘﺮ.
ﺗﻠﺘﻤﯿﺔ ﻣﺘﺮ  .ﺑﺎﯾﻜﺲ طﺒﻌﺎ ً
وﺷﻠﺔ اﻟﺪاﯾﺘﺲ ﻋﺎﯾﺰﯾﻨﻚ ﻛﺪواﻧﻲ
ﺗﻤﺎﻧﯿﮫ ﻛﯿﻠﻮ إﯾﮫ .ﻋﺸﺮ ﻛﯿﻠﻮ
ھﻨﻤﺸﻲ ﻋﺸﺮة ﻛﯿﻠﻮ ؟
ﻧﻤﺸﻲ إﯾﮫ ﻋﺸﺮة ﻛﯿﻠﻮ ﻛﺒﺎب ﻋﺸﺎن ﻧﻌﻮض اﻟﻠﻲ ﺑﻨﺤﺮﺋُﮫ دا .
إﻧﺖَ ﻧﻔﺴﻚ ﺟﻮاك ﻋﺰ ﯾﺤﺐ اﻟﺴﺮﻋﺔ وﻛﺪواﻧﻲ ﯾﻤﯿﻞ ﻟﻠﺮو َءان.
َﻣﺘﺮﻛﺐ ﯾﺎ ﻣﯿﺠﻮ ؟ ﻣﺒﺤﺒﺶ زﺣﻤﺔ اﻟﻌﺮﺑﯿﺎت  ،وﺑﻌﺪﯾﻦ دي واطﯿﺔ أوي
طﺐ اﻣﺴﻚ دا ھﯿﻨﻔﻌﻚ.
ﺗﺴﺪق ﺟﮫ ﻓﻮﻗﺘﮫ.
ﻣﺶ ھﻨﺎ دا ﻟﻠﺘﺴﻠﺨﺎت
ﻣﻠﻜﺶ دﻋﻮة أﻧﺎ ﺑﺴﻠﺦ ﻣﻦ ھﻨﺎ.ﺟﮫ ﻓﻮﻗﺘﮫ ﻓﻌﻼً  .آآه
ﻋﺸﺎن ﻛﺪا آي ﺳﯿﺘﻲ ﺻﻤﻤﮭﺎ أﻛﺒﺮ ﻣﺼﻤﻤﻲ اﻟﻌﺎﻟﻢ ﻛﺄول ﻣﺪﯾﻨﺔ ﺑﺎﻟﻔﻮر دي ﻟﻠﺪﯾﺰاﯾﻦ واﻟﺒﻼن  .اﻟﺪاﯾﻤﻨﺸﻦ اﻷول ﻟﻠﺒﺎرك
واﻟﻼﺟﻮن  ،واﻟﺘﺎﻧﻲ ﻟﻄﺮﯾﺊ اﻟﻌﺮﺑﯿﺎت واﻟﺘﺎﻟﺖ ﻟﻠﻜﻮرﻧﯿﺶ  ،وﻓﺎﻟﺮاﺑﻊ ﺑﯿﺘﻚ ﻋﻠﻰ ﺟﺰﯾﺮة ﻟﻮﺣﺪه .آي ﺳﯿﺘﻲ ﻓﻲ اﻟﺘﺠﻤﻊ
ودﻟﻮﺋﺘﻲ ﻓﺎﻛﺘﻮﺑﺮ  .أول ﻣﺪﯾﻨﺔ ﻟﻠﻤﺸﺎة ﻓﯿﮭﺎ ﻛﻮرﻧﯿﺶ أد ﻛﻮرﻧﯿﺶ اﺳﻜﻨﺪرﯾﺔ  ،وطﺮﯾﻖ زﻛﻲ ﻣﺨﺼﺺ ﻟﻠﻌﺮﺑﯿﺎت ﻋﻠﻰ ﻟﻔﻞ
ﺗﺎﻧﻰ ﺑﻌﯿﺪ ﻋﻦ اﻟﻜﻮرﻧﯿﺶ.
ﻛﻞ اﻟﻤﺠﮭﻮد دا وﻣﺒﺨﺴﺶ  ،طﺐ ﻣﺎ ﺗﺰود اﻟﺴﺮﻋﺔ ﺷﻮﯾﺔ ﯾﻤﻜﻦ ﺗﺨﺲ.
ﻣﺎ ﺑﺘﺴﺤﺒﺶ.
ﻣﺎوﻧﺘﯿﻦ ﻓﯿﻮ آي ﺳﯿﺘﻲ
108

Code Choice in Egyptian TV Advertisement

ﻋﺸﺎن إﻧﺖَ
ﺗﺴﺘﺤﺊ أﺣﻠﻰ ﻣﺎ ﻓﻜﻞ ﺣﺎﺟﺔ ) ﺷﻌﺎر ﻣﻨﻄﻮق وﻣﻜﺘﻮب(
ِ
ﺷﺊ ﯾﺨﺘﻠﻒ  ،اﻟﮭﻮاء اﻟﺮﻣﺎل  ،ﻟﻮنُ
أﻟﻮان اﻟﻄﺒﯿﻌ ِﺔ
ﻣﺰﯾﺞ ﻣﻦ
اﻟﺒﺤﺮ واﻟﻨﺨﯿﻞ  .ﺑﯿﻦ
) (12ﻋﻨﺪﻣﺎ ﯾﻜﻮنُ ﺑﯿﺘُ َ
ﻚ ﻓﻲ ﺟﺰﯾﺮة ﻛ ُﻞ ٍ
ِ
ِ
ٍ
اﻟﺴﺎﺣﺮة ﻻﺑﺪ وأن ﺗﺨﺘﻠﻒَ اﻟﺤﯿﺎة.
ﻚ ھﻨﺎ َو َﺳ َ
أﻛﺜﺮ اﻟﺸﻮاط َﺊ ﺟﻤﺎﻻً وأطﻮﻟﮭﺎ
ﻂ ﺟﺰﯾﺮ ٍة ﺻﻤﻤﻨﺎھﺎ ھﻨﺎ ﺑﺨﺒﺮ ِة ﺧﻤﺴﺔُ وﺛﻼﺛﻮنَ ﻋﺎﻣﺎ ً  .ﻓﻲ
ﺑﻮ أﯾﻼﻧﺪ ﻧﺒﻨﻲ ﺑﯿﺘَ َ
ِ
اﻣﺘﺪاداً .ﺑﺴﯿﺪي ﻋﺒﺪ اﻟﺮﺣﻤﻦ  .ﺑﻮ أﯾﻼﻧﺪ  .اﺧﺘَﺮ ﺑﯿﺘﻚ اﺧﺘﺮ ﺟﺰﯾﺮﺗَﻚ .اﻵن
Appliances category:
) (13ﯾﺎ ﻋﻼ اﻟﺌَﻤﯿﺺ دا ﻓﻲ زرار ﻧﺎﺋِﺺ .اﻟﺒﺲ ﻏﯿﺮه
أﻧﺎ وأﺣﻤﺪ ﻛﺎن ﺟﺎي ﯾﺰورﻧﺎ ﺑﻨﺖ ﺧﺎﻟﺘﻰ ﺳﻤﺮ وﺟﻮزھﺎ
ﻋﻤﺎد ﺣﺒﯿﺒﻲ ﺑﻮ ﺣﻤﯿﺪ  ،ﺣﺒﯿﺒﻲ ﯾﺎ ﻋﻤﺪة
واﻧﺖَ ﻋﺎﻣﻞ إﯾﮫ ﻓﻤﺼﺎرﯾﻒ اﻟﻌﯿﺎل.
ﺷﻮﯾﺔ وﻟﻘﯿﺖ ﻋﻼ ﻋﻤﺎﻟﺔ ﺗﺸﺎورﻟﻲ ﻓﺠﺒﻨﺎ ﺗﻮرﻧﯿﺪو .
ﺟﻤﻌﺎد اﻟﻤﺎﺗﺶ واﻧﺎ ﺑﻘﯿﺖ ﯾﻌﻨﻲ ھﺎدي ﺧﺎﻟﺺ ﻓﺠﺒﻨﺎ ﺗﻮرﻧﯿﺪو.
اﻟﺤﻤﺎم ﻋﻠﻲ ﻓﻜﺮة ﻣﻦ ھﻨﺎ.
اﻟﻤﺎﺗﺶ ِﺧﻠﺺ وﻋﻤﺎد ارﺗﺎح ﻋﺎﻵﺧﺮ ﻓﺤﺒﯿﺖ أرﯾﱠﺤﮫ أﻛﺘﺮ .ﻣﻨﻮﱠر ﯾﺎ ﻋﻤﺪة.ﻓﺠﺒﻨﺎ ﺗﻮرﻧﯿﺪو
اﻟﻠﯿﻠﺔ ﻛﺎﻧﺖ ﺟﻤﯿﻠﺔ أوي وﻛﺎن ﻧﻔﺴﻨﺎ ﻣﺎ ﯾﻤﺸﻮش .ﻣﺎ ﺑﺪري ﯾﺎ ﻋﻤﺪة.
ﺑﺪري .طﺐ ﻣﺎ ﻧﻘﻌﺪ.
اﻟﺒﺎب اﺗﻘﻔﻞ ﺣﺒﯿﺖ آﺧﺪ دُش ﻗﺒﻞ ﻣﺎ اﻧﺎم ﻓﺠﺒﻨﺎ ﺗﻮرﻧﯿﺪو
وﺳﻤﺮ وﻋﻤﺎد ﺟﺎﺑﻮ ﺗﻮرﻧﯿﺪو.
ﺗﻮرﻧﯿﺪو ﻟﻜﻞ ﺣﺎﺟﺔ ﻓﻲ اﻟﺒﯿﺖ .ﺑﺠﻮدة ﻋﺎﻟﻤﯿﺔ  ،وأﺳﻌﺎر ﻣﻨﺎﺳﺒﺔ ﺟﺪاً وﻛﻤﺎن ﺑﻀﻤﺎن اﻟﻌﺮﺑﻲ  .ﻣﺎ ﺗﺠﯿﺐ ﺗﻮرﻧﯿﺪو.
دا ﻋﻤﺎد!
ﺻﻨﱠﺎ ُ
ع اﻟﺜﻘﺔ
اﻟﻌﺮﺑﻲ ُ
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) (14وﻗﺘﻲ أھﻢ ﺣﺎﺟﺔ ﻓﺤﯿﺎﺗﻲ ﺑﺄﺑﺴﻂ طﺮﯾﺌَﺔ ﺑَﻐﯿﱠﺮ ﺷﻜﻠﻰ  .ﺑﺸﻮﯾﺔ ﺗﻨﻈﯿﻢ أظﺒﻂ أﺳﻠﻮب ﺣﯿﺎﺗﻲ ودا اﻟﻠﻲ ﺑﯿﺨﻠﯿﻨﻲ داﯾﻤﺎ ً واﺧﺪة
ﺑﺎﻟﻲ ﻣﻦ ﻧﻔﺴﻲ  .ﻣﺶ داﯾﻤﺎ ً أوي ﯾﻌﻨﻲ ﻹن ﺳﻨﺔ ورا ﺳﻨﺔ اﻟﺒﯿﺖ ﺑﯿﺘﻐﯿﺮ وﺣﯿﺎﺗﻲ ﺑﺘﺘﻐﯿﺮ ﻣﻌﺎه  ،ودا اﻟﻠﻲ ﺧﻼﻧﻲ اﺧﺘﺎر ﻏﺴﺎﻟﺔ
اﻟﻜﺘﺮوﺳﺘﺎر ﻷﻧﮭﺎ ﺑﺘﻮﻓﺮﻟﻲ ﻣﯿﺔ وﻣﺴﺤﻮء وﻛﮭﺮﺑﺎ .وھﺘﻔﻀﻞ ﺗﺸﺎرﻛﻨﻲ ﻛﻞ ﻟﺤﻈﺔ ﺣﻠﻮة.
اﻟﻜﺘﺮوﺳﺘﺎر اﻟﺒﯿﺖ ﺑﯿﺘﻐﯿﺮ

) (15ﻛﺘﺎﺑﺔ :ﯾﻮﻧﯿﻔﺮﺳﺎل ﺣﺒﯿﺒﻲ ﯾﺎ رﻗﺔ
ﻓﯿﻦ اﻷﺳﺘﺎذ اﻟﻠﻰ ﻣﺶ ﻓﺎﻛﺮ ﺣﺎﺟﺔ ؟
ھﻮﱠا ده
ﻣﺶ ﻓﺎﻛﺮ دورك؟
ﻷ
طﯿﺐ ﻓﺎﻛﺮ دول؟
ﻷ
طﺐ ﻓﺎﻛﺮ دول؟
ﻷ
ﺑﺺ إﺣﻨﺎ ھﻨﺒﺘﺪي ﻣﻦ اﻷول ﺧﺎﻟﺺ ﻓﺎﻛﺮ دي؟
ﻣﺎﻣﺎ
د ﱠﺧﻠِﻲ اﻟﻤﺪام ﺑﺘﺎﻋﺘُﮫ
ﺣﺒﯿﺒﻲ ﯾﺎ رﺋﱠﺔ  ،ﻓﺎﻛﺮ واﻟﻼ ﻷَ .ﻓﺎﻛﺮ واﻟﻼ ﻷَ .ﻓﺎﻛﺮ ﻟﻤﺎ طﺒﺨﺖ اﻷوزي  ،ﺷﮭﺮﯾﻦ ﺑﻌﺪ أﻣﺎ ﺑَﺌَﯿﺖ ﺟﻮزي .
ﻓﺎﻛﺮ واﻟﻼ ﻷ.
ﻓﺎﻛﺮ اﻟﻤﻜﺮوﻧﺔ ﺑﺈﯾﺪﯾﺎ وﻣﺮوﺣﺘﯿﻦ ﺑﯿﮭَﻮﱡ ﻋﻠﯿﱠﺎ.
ﻓﺎﻛﺮ واﻟﻼ ﻷ.
ﻣﻠﯿﻮن أﻛﻠﺔ راﯾﺤﺔ وﺟﺎﯾﺔ وأأُول ﺑﺄﻣﺎن ﻣﺘﺨﺎﻓﺶ ﻋﻠﯿﺎ .ﺷﻐﺎل ﻣﺎ ﯾﻘﻮﻟﺶ ﻷ  .ﻛﻞ اﻟﺒﯿﺖ ﺑﯿﺌُﻮل أﻧﺎ ﻧﻔﺴﻲ  ،وﺳﺖ ﻋﯿﻮن ﺑﯿﻘﻮﻟﻮ
ﻋﻨﯿﺎ.
110

Code Choice in Egyptian TV Advertisement

ﻓﺎﻛﺮ واﻟﻼ ﻷ.
ﻗﻮل ﻛﺎن إﯾﮫ دا ﺣﻘﺎ ﺣﻠﻢ واﻟﻼ ﻋﻠﻢ.
أﻧﺎ ﺧﺎﯾﻒ ﯾﺎ ﻟﯿﻠﻰ ﯾﻄﻠﻊ إﻋﻼن أو ﻓﯿﻠﻢ.
ﺣﺒﯿﺒﻲ ﺣﺒﯿﺒﻲ ﯾﺎ ﯾﻮﻧﯿﻔﺮﺳﺎل.
ﯾﻮﻧﯿﻔﺮﺳﺎل ﻷﯾﺎم ﺣﻠﻮة ﻓﺎﻛﺮھﺎ وأﯾﺎم أﺣﻠﻰ ھﺘﻔﺘﻜﺮھﺎ

CCS category:
) (16ﻛﻠﻤﺘﯿﻦ وﺑﺲ  .ﻣﻌﻠﺶ ﯾﺎ ﺻﺎﺣﺒﻲ ﻣﺘﺰﻋﻠﺶ ﻧﻔﺴﻚ
أﺻﻞ إﻧﺖَ ﻣﺸﻮﻓﺘﺶ إﯾﮫ اﻟﻠﻲ ﺣﺼﻞ  .اﻟﻈﺎھﺮ إﺣﻨﺎ ﻣﻠﻨﺎش ﻣﻜﺎن ﻏﯿﺮ اِﻷَھﻮة دي .
ﻣﺶ ﯾﻤﻜﻦ ﺗﻜﻮن ﺻﺪﻓﺔ .
اﻟﺤﻜﺎﯾﺔ دي ﻣﺶ أول ﻣﺮة ﺗﺤﺼﻞ .ﺟﻮون ﺟﻮون  .ھﮭﮭﮫ أوﻓﺴﺎﯾﻂ
أﻧﺎ ﻋﻨﺪى اﻟﺤﻞ اﻟﻤﺮاﻛﺒﻲ.
اﻟﻤﺮاﻛﺒﻲ!
ﺣﺪﯾﺪ اﻟﺤﺪﯾﺪ.
ﺳﻌﺎد أﻧﺎ ﺟﺒﺖ اﻟﻤﺮاﻛﺒﻲ ﯾﺎ ﺳﻌﺎد
اﻟﻤﺮاﻛﺒﻲ ﻟﻠﺼُﻠﺐ  ..ﺣﺪﯾ ُﺪ اﻟﺤﺪﯾﺪ
) (17ھﻮا دا اﻟﻠﻲ ﻓﻲ وﻗﺖ ﻣﺤﻨﺔ ﻣﺼﺮ آل اﻧﺎ ھﺒﻨﻲ ﺑﻠﺪي ﺷﺎل ﻛﺘﯿﺮ ﻋﻠﻰ ﺿﮭﺮه ﺣ ﱢﻤﻞ ﻓﻲ اﻟﻈﺮوف اﻟﺼﻌﺒﺔ ﻛ ﱢﻤﻞ
ﺑﺎﻟﺸﺒﺎب اﺗﺤ ﱠﺪى واﺟﮫ ﺑﺎﻟﺸﺒﺎب ﻛﺴﺐ اﻟﺘﺤﺪي

ﺣﺪﯾﺪ اﻟﻤﺼﺮﯾﯿﻦ ﺟﯿﻞ ﺑﯿﺒﻨﻲ ﺟﯿﻞ ﺟﺪﯾﺪ

ﺗﻜﻨﻮﻟﻮﺟﯿﺎ ﺟﺪﯾﺪة ﻟﯿﻨﺎ ﺗﺤﻤﻲ

وﻓﺴﯿﻨﺎ ﻋ ﱠﻤﺮ
وﺗﺤﺎﻓﻆ ﻋﻠﯿﻨﺎ ﺟﯿﻞ ﺟﺪﯾﺪ ﻣﻦ ﺣﺪﯾﺪ ﻣﺶ ھﯿﺒﻘﻰ ﺑﻌﯿﺪ ﻋﻠﯿﻨﺎ ﺣﺪﯾﺪ اﻟﻤﺼﺮﯾﯿﻦ َﻣﻨﺴﯿﺶ وﻻد ﺑﻠﺪﻧﺎ ﻓﻲ اﻟﺼﻌﯿﺪ ِ
ﻓﺎﻟﻤﺼﺎﻧﻊ زاد وﻛﺒﱠﺮ واﻟﻠﻲ ﺟﺎي ﻟﺴﮫ أﻛﺘﺮ وﺑﺈﯾﺪﯾﮫ ﺣﺎﻟﻒ ﻟﯿﺒﻨﻲ ﻛﻞ ﺷﺒﺮ ﻓﻲ اﻟﺒﻠﺪ دي ﺣﺪﯾﺪ اﻟﻤﺼﺮﯾﯿﻦ ﺟﯿﻞ ﺑﯿﺒﻨﻲ ﺟﯿﻞ
ﺟﺪﯾﺪ ﻣﺶ ھﯿﺒﻘﻰ ﺑﻌﯿﺪ ﻋﻠﯿﻨﺎ
ﺣﺪﯾﺪ اﻟﻤﺼﺮﯾﯿﻦ ﺟﯿﻞ ﺟﺪﯾﺪ ﻣﻦ ﺣﺪﯾﺪ
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) (18ﺣﯿﺎﺗﻲ ﺑﻘﺖ أﺟﻤﻞ ﺑﻜﺘﯿﺮ أﻧﺎ ﺣﺴﯿﺖ ﻓﻌﻼً ﺑﺎﻟﺘﻐﯿﯿﺮ.
ﻣﺨﺪﺗﺶ وأت أﻧﺎ ﻓﻠﺘﻔﻜﯿﺮ ﻋﯿﻨﯿﺎ ﻟﻘﺘﮭﺎ ﺑﺘﺨﺘﺎرﻟﻲ
أﻧﺎ ﺷﺎﯾﻔﺔ اﻟﺪﻧﯿﺎ ﺑﺘﻀﺤﻜﻠﻲ ﺑﺘﻀﺤﻜﻠﻲ.
اﻟﺴﻌﺎدة ھﯿﺎ ﺳﯿﺮاﻣﯿﻜﺎ ﻛﻠﯿﻮﺑﺎﺗﺮ
) (19أﺻﻮات ﺳﯿﺎرات إﺳﻌﺎف وﻣﻨﺰل ُﻣﮭ ﱠﺪم.
ﻣﺮاﺗﻚ طﻠﻌﺖ  .ﻧﺎﺗﺎﺷﺎ ﺣﺒﯿﯿﺒﺘﻲ
ﻛﻠﮫ ﻣﻨﻚ وﻣﻦ وش اﻟﻨﺤﺲ.
ﺑﺲ ﺣﻠﻮ أوي ﻛﺪه ﯾﺎ ﺧﻮﯾﺎ .ﺑﺲ .ﺧﻠﺼﻨﻰ ﺑﺄه إﻧﺖَ ھﺘﺄﻋ ّﺪﻧﻲ ﺳﻨﺔ ﻓﻲ اﻟﺒﺘﺎع دا واﻟﻼ إﯾﮫ.
ﺑﺘﺮﻛﺒﻠﮭﺎ ﺗﻜﯿﯿﻒ ﯾﺎ ﺧﻮﯾﺎ دا اﻧﺎ ﺳﺖ ﺳﻨﯿﻦ ﺟﻮاز وﻣﺸﻮﻓﺘﺶ ﻣﻦ وﺷﻚ ﻣﺮوﺣﺔ.
ﯾﺎ وﻟﯿﺔ اﻟﺼﻨﻒ دا ﻣﺘﻌﻮد ﻋﺎﻟﺴﺌ َﻌﺔ اﻟﺮطﻮﺑﺔ ﺗﻔﺮھﺪه.
أﻋﻤﻠﻚ ﺷﻮﺷﺔ ﺣﺒﯿﺒﻲ .
ھﮭﮭﮫ.
ﻣﺘﻨﱠﺢ ﻓﻲ إﯾﮫ ﯾﺎد.
أﻧﻔﱢﺪﻟﻚ اﻟﻠَ ّﻲ دا ﻣﻨﯿﻦ ﯾﺎﺑﺎﺷﺎ.
َﻣﺘﻨﻔﱢﺪه ﻣﻦ اﻟﻜﺘﻒ دا.
ﺑﺲ دا ﻣﺴﻠﱠﺢ ﯾﺎ ﺑﺎﺷﺎ
ﻣﺼﻠﺤﺔ ﯾﻌﻨﻲ ھﯿﺴﺘﺤﻤﻞ .ﻷآ
ﻣﻦ ﺳﺎﻋﺔ ﻣﺎ ھﻠﺖ ﻋﻠﯿﻨﺎ وھﯿﺎ وﺷﮭﺎ ﻧﺤﺲ ﻋﺎﻟﻌﻤﺎرة ﻛﻠﱠﮭﺎ.
اﻟﻨﺤﺲ ﯾﺨﺮب ﺑﯿﻮت ﺻﺤﯿﺢ .ﺑﺲ ﻣﺎ ﯾﮭﺪش ﻋﻤﺎرة ﯾﻌﻨﻲَ .ﻣﺘﺴﺘﺮﺧﺴﺶ واﺑﻨﻲ ﺑﯿﺘﻚ ﺑﺄﺳﻤﻨﺖ اﻟﻤﻤﺘﺎز  .أﺳﻤﻨﺖ ﯾﺴﺘﺤﻤﻞ
ﻣﻌﺎك ﺿﻐﻂ اﻟﺴﻨﯿﻦ .أﺻﻞ اﻟﺒﯿﺖ ھﻮﱠا اﻷﺳﺎس  .واﻷﺳﺎس ﻻزم ﯾﻜﻮن ﻣﻤﺘﺎز
Food category:
). (20ﯾﺎ ﻣﺮﺣﺐ ﺑﺎﻷﺳﺎﺗﺰة ﯾﺎ ﻣﺮﺣﺐ .اﻟﺸﻘﺔ ﺧﻠﺼﺖ وﺑﻘﺖ ﻋﺮوﺳﺔ دھﻨﺎﻟَﻚ ﻛﻞ ِﺣﯿﻄﺔ ﻟﻮن
اﻷﺳﺎﺳﻲ ﻋﻨﺪﻧﺎ أﺻﻔﺮ أُﻛﺮ ﺑﻨﻄ ﱠﻌ ُﻤﮫ ﺑﺎﺣﻤﺮ دم ﻏﺰال ﯾﻌﻨﻰ ُﻣﺮ .ﺳﻦ اﻟﻔﯿﻞ ﻓﻲ اﻟﻜﺮاﻧﯿﺶ  ،اﻟ ُﻤﺪھﺐ ﻓﯿﻦ ؟
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ﻓﻲ اﻟﻔﺮوﻧﺘﻮﻧﺔ اﻟﻠﻲ ﻓﻮق اﻟﺒﺎب.
ﯾﺎ ﺳﻼم !
أوﺿﺔ اﻷوﻻد ﺑﺄه ﺑﻼطﺔ وﺑﻼطﺔ  ،ﺷﻄﺮﻧﻚ.
طﺐ وھﺎن ﻋﻠﯿﻚ ﺗﺴﯿﺐ اﻟﺴﺄف ﻓﺤﺎﻟﮫ.
داﻧﺎ ﻧﺎوي اﻓﺮﺷﮭﻮﻟﻚ ﺳﺤﺎب ﺑﯿﺒﻲ ﺑِﻠﻮ
ھﺨﻠﯿﮭﺎﻟﻚ ﺗﻤﻄﺮ .ھﮭﮭﮫ
ﻣﺎﻣﺎ ھﺘﺸﻨﯿﺮﻧﺎ.
ﺻﻮت :ﻣﺶ أي ﺣﺎﺟﺘﯿﻦ ﯾﺘﺤﻄﻮا ﻣﻊ ﺑﻌﺾ ﯾﻌﻤﻠﻮا ﻣﯿﻜﺲ  .ﺳﯿﺐ اﻟﻤﯿﻜﺴﺎت ﻟﻠﱢﻲ ﺑﯿﻔﮭﻮا ﻓﯿﮭﺎ .ﻣﯿﻜﺴﺎت زﯾﺠﻮ ﺑﻤﯿﻜﺲ
ﻣﻜﺘﺸﺐ ﻣﻊ اﻟﻤﺎﯾﻮﻧﯿﺰ .دﻟﻮﺋﺘﻲ زﯾﺠﻮ ﺣﺠﻢ ﻋﺎﺋﻠﻲ .ﯾﻌﻨﻲ ﻛﯿﺲ أﻛﺒﺮ ﺑﯿﺸﺒﻊ أﻛﺘﺮ .
ِ
زﯾﺠﻮ  .إﺣﻨﺎ ﺑﺘﻮع اﻟﻤﯿﻜﺲ
) (21ﻟﯿﮫ ﻛﻞ ﺣﺎﺟﺔ ﻟﯿﮭﺎ ﻟﻮن .ﻟﯿﮫ اﻟﺒﺮﺋُﻮﺋَﺔ دي ﻟﻮﻧﮭﺎ أﺣﻤﺮ وﻣﺶ أي أﺣﻤﺮ  .واﺷﻤﻌﻨﻰ اﻟﻨﻌﻨﺎع أﺧﻀﺮ ﻟﻮن اﻟﻤﺎﻧﺠﮫ
اﻷﺧﻀﺮ .ﺻُﺪﻓﺔ واﻟﻼ ﻣﺄﺻُﻮدة  .اﻷﻟﻮان ﻟﻐﺔ .ﻛﻞ ﻟﻮن ﻓِﻄﱠﺒﯿﻌﺔ ﻟﯿﮫ ﺳﺒﺐ .وﻟ َﻤﺎ ﻧﺒُﺺ ﻋﻠﻰ أﻟﻮان اﻟﻔﺎﻛﮭﺔ ھﻨﻼﻗﯿﮭﺎ ﺑﺘﻔﮭﻤﻨﺎ.
اﻟﻔﺮء ﺑﯿﻦ اﻟﻔﺎﻛﮭﺔ اﻟﻠﻲ ﺟﺎھﺰة ﺗﺘﺎﻛﻞ واﻟﻠﻲ ﻣﺶ ﻣﺴﺘﻌﺪة ﺗﺴﯿﺐ اﻟﺸﺠﺮ  .ﻓﻤﯿﻦ اﺣﻨﺎ ﻋﺸﺎن ﻧﻐﯿﺮ ﻓﺄﻟﻮان اﻟﻄﺒﯿﻌﺔ.
ﻣﺸﺮوب ﻟﻤﺎر ﺑﺪون إﺿﺎﻓﺔ أي أﻟﻮان
) ( 22ﺣﻜﺎﯾﺘﻨﺎ ﻣﻌﻜﻢ اﺑﺘﺪت ﻣﻦ زﻣﺎن  .ﺳﺘﯿﻦ ﺳﻨﺔ واﺣﻨﺎ ﻣﻌﺎﻛﻢ ﻓﻲ ﻛﻞ ﻣﻜﺎن .ﺑﺴﻜﻮ ﻣﺼﺮ أﺳﻌﺪت ﻋﺎﺋﻼت ﻛﺘﯿﺮ.
ﻓﺮﺣﺘﮭﻢ ﻣﻦ اﻟﺼﻐﯿﺮ ﻟﻠﻜﺒﯿﺮ .وﻋﺸﺎن اﻷﺟﯿﺎل اﻟﺠﺪﯾﺪة ﻋﻨﺪﻧﺎ ﻣﮭﻤﯿﻦ ﻓﻜﺮﻧﺎ وطﻮرﻧﺎ وﺑﺎﻟﺠﺪﯾﺪ راﺟﻌﯿﻦ  .وﺑﻤﻨﺎﺳﺒﺔ إﻧﻨﺎ أﺻﻞ
اﻟﺮد ﺑﻠﺪت ﻷول ﻣﺮة ﻓﻲ اﻟﻌﺎﻟﻢ.
اﻟﻜﺤﻚ وﻣﺶ أي ﻛﺤﻚ ﺑﻨﺄدﻣﻠﻜﻮ ﻛﻤﺎن ﻛﺤﻚ ِ
ﺑﺴﻜﻮ ﻣﺼﺮ أﺻﻞ اﻟﻄﻌﺎﻣﺔ .ﺳﺘﯿﻦ ﺳﻨﺔ ﺣﻠﻮ واﻟﻠﻲ ﺟﺎي أﺣﻠﻰ.
Cars category:
)( 23

ﺻﻮت ﺑﺎﻟﻠﻐﺔ اﻷﻟﻤﺎﻧﯿﺔ وﺗﺮﺟﻤﺔ ﻣﻜﺘﻮﺑﺔ  :ﻣﺼﺎﺑﯿﺢ أﻣﺎﻣﯿﺔ زﯾﻨﻮن  ،ﺟﻨﻮط ﺳﺒﻮر ﺳﺒﻌﺘﺎﺷﺮ ﺑﻮﺻﺔ

 ٤وﺳﺎﺋﺪ ھﻮاﺋﯿﺔ ﺻﻮت  ESﺑﺮﻧﺎﻣﺞ اﻻﺗﺰان اﻻﻟﻜﺘﺮوﻧﻲ ABSاﻷﻛﺜﺮ أﻣﺎﻧﺎ ً ﻓﻲ ﻓﺌﺘﮭﺎ  ،ﻣﺎﻧﻊ إﻧﻐﻼق اﻟﻔﺮاﻣﻞ
ﻣﺼﺮى  :اﻟﻜﻼم دا أﻟﻤﺎﻧﻲ وأوﺑﻞ ﻛﻤﺎن اﻟﻤﺎﻧﻲ ﺑﺲ ﻣﻤﻜﻦ ﺗﺴﺄل ﻋﻠﯿﮭﺎ ﺑﺎﻟﻤﺼﺮي ﻓﻲ ﻛﻞ ﻣﻌﺎرض ﻣﻨﺼﻮر  ،وﻋﻠﯿﮭﺎ
ﺧﺼﻢ ﻛﻤﺎن ﻋﺸﺮ ﺗﻼف ﺟﻨﯿﮫ  .أوﺑﻞ آﺳﺘﺮا اِﻟﻘﻮة واﻟﺜﺒﺎت
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ﺗُﻄﺒﻖ اﻟﺸﺮوط واﻷﺣﻜﺎم ﻣﻊ ﻣﻨﺼﻮر أﻧﺖَ ﻓﻲ أﯾ ٍﺪ أﻣﯿﻨﺔ
ﻛﺘﺎﺑﺔ  :ﻣﻨﺼﻮر ﺑﯿﻘﺪﻣﻠﻚ  10000ﺟﻢ ﺧﺼﻢ
ﻷﺳﻌﺎر ﺗﺒﺪأ ﻣﻦ  315000ﺟﻢ
ھﺬا اﻟﻌﺮض ﺳﺎري ﺣﺘﻰ ﻧﻔﺎذ اﻟﻜﻤﯿﺔ
) (24ﷲ ﻟﻠﻞ ﻟﻞ ﻟﮫ اﻟﻮاد دا ﻣﯿﻦ اﻟﻮاد دا ﻣﯿﻦ ده .اﻟﻮاد دا إﯾﮫ دا ) ﺟﺰء ﻣﻦ أﻏﻨﯿﺔ ﺷﻌﺒﯿﺔ (
ﻲ اﻟﺪﺑﺎﺑﺔ اﺣﻠﻮت ﻟﯿﮫ ﻋﺸﺎن دﺑﺎﺑﺔ واﻟﻼ ﺷﯿﻔﺮوﻟﯿﮫ  .ﺻﺤﯿﺢ ﯾﺎ اﺳﻄﻮات اﻟﻨﺌَﻞ ﻣﻘﺎﻣﺎت  .ﻛﻠﮫ ﯾﺮﻛﻦ ﺷﯿﻔﺮوﻟﯿﮫ اﻟﺪﺑﺎﺑﺔ
ھ ﱠ
اﻟﺸﻜﻞ اﻟﺠﺪﯾﺪ ﻗِﻤﺔ اﻟﻨﺺ ﻧﺌَﻞ
ﻛﺘﺎﺑﺔ:
اﻟﻌﺰم ﺷﺪﯾﺪ
اﻟﻘﻮة ﺣﺪﯾﺪ
اﻟﺮزق ﯾﺰﯾﺪ
) (25اﻓﺘﺢ ﺻﻔﺤﺔ ﺟﺪﯾﺪة ﻣﻊ ﻗﺮض اﻟﺴﯿﺎرة ﻣﻦ ﺑﻨﻚ ﻣﺼﺮ ﺑﺄطﻮل ﻓﺘﺮة ﺳﺪاد ﺑﺘﺼﻞ ﻟﺴﺒﻊ ﺳﻨﻮات وﺗﻤﻮﯾﻞ ﯾﺼﻞ ﻟﻤﯿﺔ ﻓﻲ
اﻟﻤﯿﺔ ﻣﻦ ﻗﯿﻤﺔ اﻟﺴﯿﺎرة  ،ﻣﻊ ﺑﻨﻚ ﻣﺼﺮ ارﻣﻲ ورا ﺿﮭﺮك
اﻟﺸﻌﺎر :ﺑﻨﻚ ﻣﺼﺮ ﻧﻌﻤﻞ ﻣﻌﺎ ً ﻟﺨﯿﺮ ﺑﻠﺪﻧﺎ
C.WP category:
) ( 26اﻟﺌُﻄﻦ ﺑﯿﺘﻜﻠﻢ ﻣﺼﺮي وﻣﺮوي ﺑﻤﯿﺔ أﺟﻤﻞ ﻧﯿﻞ .اﻓﺘﺢ أي دوﻻب ﻓﺒﻠﺪﻧﺎ ھﺘﻼﺋِﻲ ﺑﻮﻛﺴﺮ ﻣﻦ ﻗﻄﻮﻧﯿﻞ .
ﻣﺎﻟﻤﺪرﺳﺔ ﻟﻠﺠﺎﻣﻌﺔ ﻟﺸﻐﻠﻰ ﻟﻠﯿﻠﺔ اﻟﺪﺧﻠﺔ اﻟﻌﻤﺮ طﻮﯾﻞ
ﺧﻄﻮة ﺑﺨﻄﻮة ﻓﻜﻞ ﻧﺠﺎﺣﻲ راﺣﺘﻲ ﺑﺘﺒﺪأ ﺑﺸﺮاب ﻗﻄﻮﻧﯿﻞ .
اﻓﺘﺢ أي أَﻣﯿﺺ ﻓﺒﻠﺪﻧﺎ ﺗﻼﺋﻰ ﻓﺎﻧﻠﺔ ﻣﻦ ﻗﻄﻮﻧﯿﻞ.
ﻗﻄﻮﻧﯿﻞ اﻟﺌُﻄﻦ ﺑﯿﺘﻜﻠﻢ ﻣﺼﺮي) ﺷﻌﺎر ﻣﻨﻄﻮق وﻣﻜﺘﻮب(
) ( 27ﺿﺤﻜﻮا ﻋﻠﯿﻨﺎ زﻣﺎن ﺑﺠﺰم وﺗﺮﻧﺠﺎت  ،واﻟﻔﻀﻲ أﻟﻮﻟﻨﺎ دا اﺷﯿﱠﻚ ﺑﺎﻹﺑﻮﻟﺘﺎت .دﻟﻮﺋﺘﻲ ﺧﺒﱠﻮا ﺻﻮرﻧﺎ وآﻟﻮ ﻋﻠﯿﻨﺎ
ﻋﺎھﺎت  .ﻣﻮﺿﺘﻨﺎ ﻣﺎﺗﺖ ﻏﺪرت ﺑﯿﻨﺎ ﻛﻠﻨﺎ  ،ﻣﻮﺿﺘﻨﺎ ﻣﺎﺗﺖ أﻟﻮ ھﺘﻌﯿﺶ ﻣﯿﺔ ﺳﻨﺔ .أوﻋﺎك ﺗﻜﻮن ﻓﺎﻛﺮ ﻧﻔﺴﻚ ﻣﺶ زﯾﱢﻨﺎ.
ھﯿﺠﯿﻠﻚ ﯾﻮم و ﺗﺎﺧﺪ ﻣﻜﺎﻧﻚ ﺟﻨﺒﻨﺎ.
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اﻟﺒﺲ ﺣﺎﺟﺔ ﻣﺘﻨﺪﻣﺶ ﻋﻠﯿﮭﺎ.ﺗﺎون ﺗﯿﻢ  .ﻟﺒﺲ ﯾﺘﻠﺒﺲ

) (28ﻛﻞ ﺣﺎﺟﺔ ﻣﻦ ﻟﺒﺴﻨﺎ وراھﺎ ﺣﻜﺎﯾﺔ .ﻋﺎرﻓﺔ اﻟﻤﻮﻗﻒ دا.
أﻧﺎ أول ﻣﺮة أﺷﻮﻓﻚ ﻻﺑﺴﺎه .دا ھﺎﻧﺪ ﻣﯿﺪ ﻋﻠﻰ ﻓﻜﺮة .دا ﺗُﺤﻔﺔ.
أﻧﺎ ﻻﺑﺴﺔ اﻟﺒﯿﯿﺲ اﻟﻮﺣﯿﺪة ﻓﻲ اﻟﻌﺎﻟﻢ ﻣﻔﯿﺶ ﺣﺪ ﻻﺑﺴﮭﺎ ﻏﯿﺮي.
إﻧﺘﻲ ﻣﺶ ﻛﻨﺘﻲ ﻣﺎﺷﯿﺔ دﻟﻮﻗﺘﻲ  .اﺗﻔﻀﱠﻠﻲ.
ﻣﺶ دا ﻧﻔﺲ اﻟـ…….؟
ﻣﺶ ﺷﺒﮭﮫ ﺧﺎﻟﺺ اﻟﺘﺎﻧﻲ ﻣﻮف وﻣﺠﺮب ﻛﺪا ﺷﻮﯾﺔ.
ﻛﻠﻨﺎ ﺑﻨﺤﺐ ﻟﺒﺴﻨﺎ وﻧﺨﺎف ﻋﻠﯿﮫ ﻋﺸﺎن ﻛﺪا ﻻزم ﻧﺨﺘﺎر اﻟﻠﻲ ﯾﺤﺎﻓﻆ ﻋﻠﯿﮫ  .أﻧﺎ اﺧﺘﺮت أوﻛﺴﻲ.
ﺻﻮت :أوﻛﺴﻲ اﻟﺠﺪﯾﺪ ﺑﺎﻟﺘﺮﻛﯿﺒﺔ اﻷﻟﻤﺎﻧﯿﺔ اﻟﻤﺘﻄﻮرة وﺑﻘﻮة اﻷﻛﺴﺠﯿﻦ ﯾﻨﻮﱠراﻟﮭﺪوم وﯾﺤﺎﻓﻆ ﻋﻠﯿﮭﺎ ﺟﺪﯾﺪة ﺣﺘﻰ ﺑﻌﺪ ﻣﯿﺔ
ﻏﺴﻠﺔ.
اﻟﻤﻤﺜﻠﺔ :أﻧﺎ اﺧﺘﺮت اﻟﻠﻲ ﯾﺤﺎﻓﻆ ﻋﻠﻰ اﻟﮭﺪوم اﺧﺘﺮت أﻛﺴﻲ
أُﻛﺴﻲ ﯾﻔﻮﱠر ﻛﻞ اﻟﺒُﺌﻊ وﯾﺨﻠﱢﻲ اﻟﮭﺪوم ﺗﺘﻨﻔﺲ
Appendix B- Examples of advertisements in Type two TV networks
Resorts category:
) (29ﻛﺎرﯾﺒﯿﺎن اﻟﺴﺎﺣﻞ اﻟﺸﻤﺎﻟﻲ  ،ﻣﻦ ﻏﯿﺮ ﻣﺒﺎﻟﻐﺔ ﻣﻜﺎن ﺧﯿﺎﻟﻲ  ،دي ﻓﯿﮭﺎ ﻛﻞ ﺣﺎﺟﺔ ﻛﺎﻧﺖ ﻓﻲ ﺑﺎﻟﻲ أﻧﺎوﺻﺤﺎﺑﻲ وأھﻠﻰ
وﻣﺮاﺗﻲ وﻋﯿﺎﻟﻲ .ﺟﻮاه أوﺗﯿﻞ َﺳﺒَﻊ ﻧﺠﻮم ھﺘﺒﺌﻰ وﺣﺪﺗﻚ ﺗﻤﻠﯿﻚ .ﻟﻮ ﻣﺶ ﻓﺎﺿﻲ ﺗﺮوح ﻓﻲ ﯾﻮم أؤﻣﺮ ﯾﺄﺟﺮوھﺎ ﻟﯿﻚ .
ﻛﺘﺎﺑﺔ  :وﺣﺪات ﻓﻨﺪﻗﯿﺔ ھﻨﺎﺟﺮﻟﻚ وﺣﺪﺗﻚ ﻛﺎرﯾﺒﯿﺎن ﻋﺎﯾﺰاك ﺗﺴﺘﺠﻢ.
وﻛﻞ دا ﺑﺄﺳﻌﺎر ﺟﻨﺎن وإﺳﻂ رﯾﺤﻨﺎ ﺳﻮا  .ﺑﺎﻧﯿﯿﻦ وﺷﻐﺎﻟﯿﻦ ﺗﺸﻄﯿﺐ ﻣﺮوﺣﺘﺶ اﺷﺘﺮي اﻟﮭﻮا .اﻟﺘﺼﻤﯿﻤﺎت ﺻﺮاﺣﺔ زوﻗﮭﺎ
ﻋﺎﻟﻲ ھﺘﻌﯿﺶ ھﻨﺎك أﺟﻤﻞ أﯾﺎم واﺣﻠﻰ ﻟﯿﺎﻟﻲ
ﻛﺎرﯾﺒﯿﺎن اﻟﺴﺎﺣﻞ اﻟﺸﻤﺎﻟﻲ  ،ﻣﻦ ﻏﯿﺮ ﻣﺒﺎﻟﻐﺔ ﻣﻜﺎن ﺧﯿﺎﻟﻲ .
ﻛﺎرﯾﺒﯿﺎن ﻋﺎﯾﺰاك ﺗﺴﺘﺠﻢ.
إﺣﺪى ﻣﺸﺮوﻋﺎت وﯾﻔﺰ ﻟﻠﺘﻄﻮﯾﺮ اﻟﻌﻘﺎري وإدارة اﻟﻤﺸﺮوﻋﺎت
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) (30ﻣﻦ ﺣﻘﻚ ﺗﺼﯿﱢﻒ إﻧﺖَ وﻋﯿﻠﺘﻚ ﻟﻜﻦ ﻟﻤﺎ ﺗﯿﺠﻲ ﺗﺨﺘﺎر اﺧﺘﺎر اﻟﻤﻜﺎن اﻟﻤﺮﯾﺢ  ،اﻟﻠﻲ ﻣﺎ ﯾﺤﺪﻓﺶ ﻋﻠﯿﻚ اﻟﻤﺸﺎﻛﻞ وﺗﻔﻀﻞ
ﻓﻲ اﻟﻮﺿﻊ دا ﻛﺘﯿﺮ .ﻟﺤﺪ ﻣﺎ ﺗﻐﺮق  ،ﺑﺲ ﻣﻊ اﻻﺧﺘﯿﺎر اﻟﺼﺢ اﻟﻔﺮق ﻛﺒﯿﺮ.
ﺑﻠﻮ ﺑﺎرك ﻋﺎﻟﻢ ﻣﻦ اﻟﺨﺪﻣﺎت اﻟ ُﻤﺘَﻜﺎﻣﻠﺔ  ،ﺧﺼﻮﺻﯿﺔ  ،رﻓﺎھﯿﺔ  ،وأﻣﺎن .ﺑﻠﻮ ﺑﺎرك ﺳﯿﺪي ﻋﺒﺪ اﻟﺮﺣﻤﻦ اﻟﺴﺎﺣﻞ اﻟﺸﻤﺎﻟﻲ
اﻟﺤﯿﺎة ﺑﺸﻜﻞ ﺟﺪﯾﺪ  .ﻟﻠﺤﺠﺰ واﻻﺳﺘﻌﻼم ﺳﺘﺘﺎﺷﺮ ﺗﻤﺎﻧﯿﺔ ﺗﻼﺗﺔ وﺗﺴﻌﯿﻦ .
إﺣﺪى ﻣﺸﺮوﻋﺎت ﺷﺮﻛﺔ ﻧﯿﻮ ھﺎوس ﻟﻼﺳﺘﺴﻤﺎر اﻟﻌﻘﺎري
F.R Category
)(31ﺷﻨﺒﻮﯾﺎ ﺷﻨﺒﻮ ﯾﺎ ﻣﺴﺒﺘﮭﻢ ﯾﺎ ﺷﻨﺒﻮ واﻟﺒﺎﺋﻲ ﻛﻠﮫ ﺗﺌﻠﯿﺪ واﻧﺖَ اﻷﺻﻞ ﯾﺎ ﺷﻨﺒﻮ  .ﺷﻨﺒﻮ ﯾﺎ ﺷﻨﺒﻮ داﯾﻤﺎ ً ﺳﺎﺑﺊ ﯾﺎ ﺷﻨﺒﻮ.
ﺷﻨﺒﻮ ﯾﺎﺷﻨﺒﻮ ﻣﻦ ﺳﯿﻨﻮرﯾﺘﺎ ﯾﺎ ﺷﻨﺒﻮ
زﻧﺒﻮ ﻋﻠﻰ ﺟﻨﺒﻮ اﻟﻠﻲ ﻣﺪاﺋﺶ ﺷﻨﺒﻮ
ﻛﺘﺎﺑﺔ :إﻧﺘﺎج ﺳﯿﻨﻮرﯾﺘﺎ ﻟﻸﻏﺬﯾﺔ اﻟﺨﻔﯿﻔﺔ  ٦أﻛﺘﻮﺑﺮ
) (32اﻟﺤﻖ ﯾﺎ ﻋﻤﺪة .ﻓﺎطﻤﺔ ﻏﯿﱠﺮت اﻟﺴﻤﻨﺔ.
ﺣﺎﺳﺪﯾﻨﻲ ﻋﻠﻰ أﻛﻠﺘﻲ  .وﻧﻔﺴﮭﻢ ﻓﯿﮭﺎ أﺻﻞ اﻟﺤﻠﻮب ﺳﻤﻨﺘﻲ ﻣﺎﺑﺎﻛﻠﺸﻲ ﻏﯿﺮ ﺑﯿﯿﮭﺎ.
أﺻﻞ اﻟﺤﻠﻮب أﻧﺎ ﻣﺒﺴﺒﮭﺎش
أﺻﻞ اﻟﺤﻠﻮب أﺻﻞ اﻟﺤﻠﻮب
ﻋﻦ اﻟﺤﻠﻮب أﻧﺎ ﻣﺎﺳﺘﻐﻨﺎش
أﺻﻞ اﻟﺤﻠﻮب أﺻﻞ اﻟﺤﻠﻮب
وﺑﺎﺣ ﱠﻤﺮ ﺑﯿﮭﺎ اﻟﺘﺌﻠﯿﺔ  ،ﺑﺎﺷﮭﺄ وﺑﺎطُﺶ اﻟ ِﻤﻠﻮﺧﯿﺔ.
أﺻﻞ اﻟﺤﻠﻮب ﻣﻦ أوﺻﺎﻓﮭﺎ ﻟﻮ دُﺋﺖ طﺒﺨﺘﻲ ﺗﻌﺮﻓﮭﺎ .ﻣﻦ ُﻛﺘﺮ ﺣُﺐ اﻟﻨﺎس ﻓﯿﮭﺎ اﻟﻜﻞ ﻋﺎﯾﺰ ﯾﺨﻄﻔﮭﺎ .ﺳﻤﻨٮﺘﻲ أﺻﻞ اﻟﺤﻠﻮب ،
ﺻﺮ.
دُﻧﯿﺘﻲ أﺻﻞ اﻟﺤﻠﻮب  .ﺳﻠﱢﻤﻲ ﻧﻔﺴﻚ ﯾﺎ ﻓﺎطﻤﺔ اﻟﻤﻄﺒﺦ ﻛﻠّﻮ ُﻣ َﺤﺎ َ
ﺧﺪوا ﻋﻤﺮي ﺧﺪوا روﺣﻲ إﻻ أﺻﻞ اﻟﺤﻠﻮب.

116

Code Choice in Egyptian TV Advertisement

) (33أﻧﺎ راﯾﺤﺔ ﺳﻨﺔ أوﻟﻰ واﻧﺎ ھﺎطﻠﻊ اﻷوﻟﻰ ﻋﻠﺸﺎن ﺳﯿﻨﺎﻛﻮﻻ داﯾﻤﺎ ً ﻓﻲ اﻟﺒﯿﺖ .واﻧﺎ راﯾﺢ ﻋﻠﻰ ﻣﺪرﺳﺘﻲ  ،وﻋﺎﻣﻞ
وواﺟﺒﻲ ﻓﻜﺮاﺳﺘﻲ  .ﻓﺮﺣﺎن ﺟﻮي ﻣﺒﺴﻮط ﺟﻮي ﻋﻠﺸﺎن ﺷﺎرب ﺳﯿﻨﺎﻛﻮﻻ.
ﻋﺸﺎن اﻋﺮف أﺣﻞ اﻟﻤﺎث اﻓﺘﺤﻮﻟﻲ اﻷﻧﺎﻧﺲ  ،واﻟﻠﯿﻤﻮن واﻟﺒﺮﺗﺌﺎن ھﯿﺨﻠﻮﻧﻲ ﻛﻤﺎن طﺮازان .وآﻛﻞ اﻟﻜﺘﺐ أﻛﻞ ،واﻟﻨﺠﺎح
ﻋﺎﯾﺰ ﺗﻔﺎح.
ھﺎﺗﻠﻲ ﺳﯿﻨﺎﻛﻮﻻ ﯾﺎ وﻟﮫ  .ﻋﻠﺸﺎن أﺣﻞ اﻟﻤﺴﺄﻟﺔ.
ھﺘﻌﻠﻢ واﺗﮭﻨﺪس واﺗﺪﻛﺘﺮ واﺗﻔﻮج .ﺑﺲ ﺗﺠﯿﺒﻮا اﻟﺴﯿﻨﺎﻛﻮﻻ ﻋﻠﻰ طﻮل ﻓﻲ اﻟﺒﯿﺖ.
ھﺎﺗﻠﻲ ﺳﯿﻨﺎﻛﻮﻻ ﯾﺎ وﻟﮫ  .ﻋﻠﺸﺎن أﺣﻞ اﻟﻤﺴﺄﻟﺔ.
ﺳﯿﻨﺎﻛﻮﻻ ﻻزﻣﻦ ﺗﻜﻮن ﻓﻲ اﻟﺒﯿﺖ.
ﺳﯿﻨﺎﻛﻮﻻ اﻧﺴﻰ إﻧﻚ ﻋﻄﺸﺎن ) ﺷﻌﺎر ﻣﻨﻄﻮق وﻣﻜﺘﻮب(
) (34طﻮاﺟﻦ اﻟﺒﺮﻧﺲ اﻟﺒﺮﻧﺲ اﻟﺒﺮﻧﺲ اﻟﺒﺮﻧﺲ دي دﺧﻠﺖ ﻣﻮﺳﻮﻋﺔ ﺟﯿﻨﺲ .ﯾﺎﺑﻮ ﺟﻼﺑﯿﺔ وﺑﺪﻟﺔ وﺟﯿﻨﺲ ﯾﺎﻻ ﺗﻌﺎﻟﻰ ﻛﻞ
ِﻣﻠﺒﺮﻧﺲ .أﺣﻠﻰ طﻮاﺟﻦ ﻣﺤﺸﯿﺔ واﻟﻼ طﻌﻢ اﻟﻤﻠﻮﺧﯿﺔ  .ﺗﻌﺎﻟﻰ ﻋﺒﺎس اﻟﻌﻘﺎد .اﻟﺒﺮﻧﺲ ﻣﺪﯾﻨﺔ ﻧﺼﺮ .أوﻋﻰ اﻟﻤﻮزة وطﻌﻢ
اﻟﻜﻔﺘﺔ واﻟﻼ اﻟﻔﺘﺔ وﺳﺮ اﻟﺨﻠﻄﺔ .واﻟﻼ اﻟﻜﻮارع وﺟﻤﺎﻟﮭﺎ دا ﺟﺎﻣﺪ ﺟﺪاً ﻣﻔﻌﻮﻟﮭﺎ .ﺗُﺮُم ﻋﻀﻤﻚ ﻣﺶ أوﻧﻄﺔ.
اﻟﺒﺮﻧﺲ ﻣﺪﯾﻨﺔ ﻧﺼﺮ اﻟﺒﺮﻧﺲ دا ﻣﺸﺮف َﻣﺼﺮ .أﺣﻠﻰ ﺷﯿﻔﺎت وﺻﻠﻮا اﻟﻌﺎﻟﻤﯿﺔ .اﻟﺒﺮﻧﺲ دا أﺣﻠﻰ إدارة .اﻟﺒﺮﻧﺲ ﺟﺎﻣﺪ
ﺑﺠﺪارة.
اﻟﺒﺮﻧﺲ  .ﺧﺪﻣﺔ ﺗﻮﺻﯿﻞ ﻣﯿﺔ اﻟﻤﯿﺔ .اﻟﺒﺮﻧﺲ.
طﻮاﺟﻦ اﻟﺒﺮﻧﺲ ﺷﺎرع ﻋﺒﺎس اﻟﻌﻘﺎد  .ﻣﺪﯾﻨﺔ ﻧﺼﺮ .ﻟﺨﺪﻣﺔ اﻟﺘﻮﺻﯿﻞ ﺗﺴﻌﺘﺎﺷﺮ ﻣﯿﺔ ﺗﻤﺎﻧﯿﺔ وارﺑﻌﯿﻦ.
ﻛﺘﺎﺑﺔ  :اﺳﺘﻌﺪاد ﺗﺎم ﻹﻗﺎﻣﺔ اﻟﺤﻔﻼت
C.M category:
) (35ﻛﻞ ﺣﺎﺟﺔ وﻟﯿﮭﺎ ﻛﺒﯿﺮ  .اﻟﻠﻌﺐ ﻋﻠﻰ ﻛﺒﯿﺮ .ﻛﯿﻨﺞ
ﺗﻜﺴﺐ ﯾﺎ ﻛﺒﯿﺮ .ھﺎ  .ﺷﺎﯾﻔﻜﻢ.
اﻟﺸﻐﻞ ﻋﻠﻰ ﻛﺒﯿﺮ .دا اﻧﺖَ ﻧﯿﻠﺔ أوي.
دا ﺑﻘﺎ ﺷﻐﻞ ﻋﻠﻰ ﻛﺒﯿﺮ.
ﻛﻞ ﻋﯿﻠﺔ وﻟﯿﮭﺎ ﻛﺒﯿﺮ .إﻧﺖَ اﻟﻜﺒﯿﺮ .ھﮫ
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ھﻮا دا اﻟﻜﺒﯿﺮ.
ﻣﺶ ﻛﻞ ﻣﻦ د ّء ﻣﺴﻤﺎر ﺑﺌﺎ ﻧﺠﺎر ﯾﺎ ﺣﺎج.
وﻻ ﻛﻞ ﻣﻦ أرﱠط ﺻﺎﻣﻮﻟﺔ أﺧﺪ ﻋﻤﻮﻟﺔ .رُصّ ﯾﺎد.
دا ﺑﺌﺎ ﻛﻼم ﻋﻠﻰ ﻛﺒﯿﺮ.
اﻟﺴﯿﺮاﻣﯿﻚ ﻣﺎﻟﻮش ﻛﺒﯿﺮ  .دﻟﻮﻗﺘﻲ اﻟﺴﯿﺮاﻣﯿﻚ ﺑﺌﺎﻟﻮه اﻹﻣﺒﺮاطﻮر.
ﺷﺎھﺪوا ﺳﯿﺮاﻣﯿﻚ اﻹﻣﺒﺮاطﻮر ﻓﻲ ﻣﻌﺮض ﺳﯿﺮاﻣﯿﻜﺎ ﻣﺎرﻛﺖ .واﻟﺤﺄ ﻋﺮض ﻋﯿﺪ اﻷم وﻣﻔﺎﺟﺂت ﺿﺨﻤﺔ ﻟﻠﺘﺠﺎر.
ﺳﯿﺮاﻣﯿﻜﺎ اﻹﻣﺒﺮاطﻮر  .أأوي ﺑﻼطﺔ وأﺣﻠﻰ دﯾﻜﻮر.

) (36ﻟﯿﮫ ﺻﯿﺎﻧﺔ زاﻧﻮﺳﻲ ﺗﺴﻌﺘﺎﺷﺮ ﻣﯿﺔ وﺳﺘﯿﯿﻦ
ﺗﺌﺪري ﺗﺮوﺣﻲ ﻟﻜﻮاﻓﯿﺮ ﻣﺶ ﻣﻀﻤﻮن .
ﻟﻮﻻش أﻟﺒﮫ ﻣﺎ ﯾِﻮﻋَﺎش طﻮل ﻋﻤﺮه اھﻮ ﻋﺎش ﻋﯿﺸﺔ اﻟﺪراوﯾﺶ .
ﺳﯿﺒﻲ ﻧﻔﺴﻚ ﻟﺨﻠﻮﺻﻲ ﯾﺎ ﻣﺪام ﺑﻮﺳﻲ.
آه ھـ ﻷ.
ﻣﺶ أوﻟﺘﻠﻚ ﯾﺎ ﺑﻮﺳﻲ ﺗﻜﻠﻤﻲ زاﻧﻮﺳﻲ
ﺻﯿﺎﻧﺔ زاﻧﻮﺳﻲ ﺗﺴﻌﺘﺎﺷﺮ ﻣﯿﺔ وﺳﺘﯿﻦ.
ﺧﺪﻣﺔ ﻋﻤﻼء ُﻣﺘﺨﺼﺼﺔ ﻗﻄﻊ ﻏﯿﺎر أﺻﻠﯿﺔ.
اﻟﺨﺪﻣﺔ ﺿﻤﺎن ﺻﯿﺎﻧﺘِﻚ ﻣﻊ زاﻧﻮﺳﻲ
ﺳﺮ ِﻋﺔ ِ
ﺗﻨﺒﯿﮫ ھﺎم :ﻧﺮﺟﻮ ﻣﻦ ﻋﻤﻼﺋﻨﺎ اﻟﻜﺮام اﻻﺗﺼﺎل ﻋﻠﻰ اﻟﺮﻗﻢ اﻟﻤﻌﺘﻤﺪ  .ﺗﺴﻌﺘﺎﺷﺮ ﻣﯿﺔ وﺳﺘﯿﻦ ) ﻛﺘﺎﺑﺔ وﺻﻮت(
ﻛﺘﺎﺑﺔ  :ﺗﺨﻠﻲ اﻟﺸﺮﻛﺔ ﻣﺴﺌﻮﻟﯿﺘﮭﺎ ﺗﻤﺎﻣﺎ ً ﻋﻦ أي أرﻗﺎم أﺧﺮى
Cosmetics category:
) (37روح .ھﺎت .روﯾﺎل ِﺟﻞ .اﺳﻤﻊ ﻛﻼﻣﻲ ﻣﺘﺴﺘﻐﺮﺑﺶ .أﻧﺎ ﺟﺎﯾﺒﻠﻚ ِﺟﻞ ﺧﻄﯿﺮ .روﯾﺎل ِﺟﻞ ﻣﺒﯿﮭﺰرش دﻟﻮﺋﺘﻲ
ﺻ ﱠﻐﯿﺮ وﻛﺒﯿﺮ  .طﺐ ﺑﺺ ﺷﻮف ھﺎأوﻟﻚ ٕاﯾﮫ اﻟﺠﻞ ﺑﺘﺎﻋﻨﺎ ﻣﻨﮫ ﻓﯿﮫ اﻟﺘﺮﻛﯿﺒﺔ ﺗﺮﻛﯿﺒﺔ ﺳﺮﯾﺔ وﻣﻜﻮﻧﺎﺗﮫ أوروﺑﯿﺔ.روﯾﺎل ﺟﯿﻞ
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ﻣﻌﺎﻧﺎ ﯾﺎ ﺻﺎﺣﺒﻲ وﻓﻜﻞ اﻟﺪول اﻟﻌﺮﺑﯿﺔ.وﻓﻜﻞ اﻟﺪول اﻟﻌﺮﺑﯿﺔ .اﻋﻤﻞ ﻗﺼﺔ وﻟﻮك ﺟﺪﯾﺪ روﯾﺎل ﺟﯿﻞ ُﻣﻐﺰي ُﻣﻔﯿﺪ .ﻟ ﱠﻤﻊ ﺷﻌﺮك
ﯾﺎﻟﻼ وﺳﺒﱢﺖ وﺧﻠﱢﻲ ﺑﺎﻟﻚ ﻣﻠﺘﻘﻠﯿﺪ روﯾﺎل ﺟﯿﻞ ﻣﻠﻚ اﻟﺘﺴﺒﯿﺖ .روﯾﺎل ﺟﯿﻞ ﻣﻐﺰي ﻣﻔﯿﺪ .روﯾﺎل ِﺟﻞ ﻣﻠﻚ اﻟﺠﻞ
) (38دﻣﺎﻏﻲ طﺌﺖ ﻓﻜﺖ ﻣﻨﻲ اﻟﺸﻌﺮ ﻣﻦ ﺟﻤﺎﻟﮫ ﻣﺘﻠ ﱠﻤﻊ  ،ﺑﻠﻮب واﻛﺲ ﺟﺎﻣﺪ وﻣﺴ ﱠﻤﻊ  .واﻛﺲ ﯾﻠ ﱠﻤﻊ واﻛﺲ ﯾﺴﺒﱢﺖ
ﺑﻠﻮب واﻛﺲ ﻣﺎرﻛﺔ ﻋﺎﻟﻤﯿﺔ .اﺳﻤﮫ ﻣﺴ ﱠﻤﻊ أﺻﻠﮫ ﯾﻠ ﱠﻤﻊ وﻓﺎﻟﺸﻌﺮ ﺣﺎﺟﺔ ﻣﺶ ﻋﺎدﯾﺔ
ﺑﻠﻮب واﻛﺲ ﻟ ﱠﻤﻊ وﺛﺒﱢﺖ
) (39ﻋﻠﻰ طﻮل داﯾﻤﺎ ً ﻣﻌﺎﯾﺎ وﻣﻔﻌﻮﻟﮫ أﻛﯿﺪ ﺣﻜﺎﯾﺔ  ،وﻓﻮاﯾﺪه ﻛﺘﯿﺮ .ﻣﺶ ھﺴﺘﻐﻨﻰ ﻓﯿﻮم أﻧﺎ ﻋﻨﱡﮫ .ﻻزم أﺟﯿﺐ أﻧﺎ داﯾﻤﺎ ً ﻣﻨﱡﮫ
ﻓﻜﻞ اﻟﻤﺸﺎوﯾﺮ .ﯾﻮﻣﻲ ﻛﻠﱡﮫ ﺟﻤﯿﻞ واﻟﻔﺮء ﻛﺒﯿﺮ  .إﯾﮫ اﻟﺌَﻤﺮ ده.إﯾﮫ اﻟﺠﻤﺎل دا.
دا ﻛﺮﯾﻢ أورﺟﺎﻻﯾﺖ ﻧﻮﱠر ﻛﻞ دﻧﯿﺘﻲ دا ﻛﺮﯾﻢ أورﺟﺎﻻﯾﺖ ﺣ ّﻞ ﻣﺸﺎﻛﻞ ﺑﺸﺮﺗﻲ  .دا ﻛﺮﯾﻢ أورﺟﺎﻻﯾﺖ ﻻزم ﯾﺒﺌَﻰ
ﻓﺸﻨﻄﺘﻲ .دا ﻛﺮﯾﻢ أورﺟﺎﻻﯾﺖ ﻵﺳﺎر ﺣﺐّ اﻟﺸﺒﺎب .دا ﻛﺮﯾﻢ أورﺟﺎﻻﯾﺖ ﻟﻠﻮﻻد وﻟﻠﺒﻨﺎت .دا ﻛﺮﯾﻢ أورﺟﺎﻻﯾﺖ ﻓﻲ ﻛﻞ
اﻟﺼﯿﺪﻟﯿﺎت  .إﯾﮫ اﻟﺌَﻤﺮ دا
Mobiles Category:
) (40ﻛﺎن ﻓﻲ ﺗﻠﯿﻔﻮن زﻣﺎن أوي ﻧﻮﻛﯿﺎ ﻣﻨﺰﻻه  ،ﻛﺎن ﺷﻜﻠﮫ ﺷﯿﻚ وﻛﺎن ﻣﻮﺿﺔ ﻣﺤﺪش ﻣﺴﻜﮫ ورﻣﺎه .ﺗﺮﻣﯿﮫ ﻓﺎﻟﺤﯿﻂ
وﯾﺮﺟﻌﻠﻚ ﻋﺎﯾﺶ ﻣﯿﻘﻮﻟﺶ ٓاه .ﻧﺰﻟﺖ ﻋﻠﯿﮫ أﺟﯿﺎل ﻛﺘﯿﺮ ﻓﻀﻞ ﺳﺎﺑﺖ ﻣﻜﺎﻧﮫ .ﻣﻦ ﺟﯿﺐ ﻟﺠﯿﺐ ﻟﺴﻨﺘﺮال وﻓﺠﺄة اﺧﺘﻔﻰ  .ﺗﺴﺄل
ﻋﻠﯿﮫ ﯾﺌُﻮﻟﻚ دا ﻣﺎﺿﻲ واﻧﻄﻔﺎ  .أﺧﺪ وﻗﺘﮫ ﻓﺎﻟﺴﻮق ﻟﺤﺪ ﻣﻮدﯾﻠﱡﮫ َﻣﺨﺘﻔﻲ .ﻧﺎزل ﻣﻨﮫ اﻟﺠﺪﯾﺪ ﻓﻈﯿﻊ ﺣﺘﻰ ﻓﺸﻜﻠﮫ وأﻟﻮاﻧﮫ .ﺗﻼﺗﺔ
ﺗﻠﺘﻤﯿﺔ وﻋﺸﺮة ﺟﮫ ﺗﺎﻧﻲ ﯾﺎ ﻣﺎن ﻧﺰﻟﮫ أﻧﺪروﯾﺪ وﻛﺎﻣﯿﺮا ﺧﻠﻔﯿﺔ ﻛﻤﺎن ﺑﻔﻼش ﻟﯿﺪ واﻧﺘﺮﻧﺖ وﻛﺎرت ﻣﯿﻤﻮري ﻛﻤﺎن  .ﷲ
ﯾﺮﺣﻢ زﻣﺎن ﺷﻜﻠﮫ أﺟﻤﺪ ِﻣﻸول  .ﺣ ﱢﻤﻞ ﻋﻠﯿﮫ ﻛﻞ اﻟﺼﻮر أﻟﻌﺎﺑﻚ ﻓﯿﺪﯾﻮھﺎﺗﻚ .ﻋﻠﯿﮫ ﺑﻼي ﺳﺘﻮر واﯾﻔﺎُﯾﮫ ﯾﻨﺠﺰ ﻣﮭﺎﻣﻚ .
واﺗﺴﺎﺑﻚ ﻓﯿﺴﺒﻮﻛﻚ ﻓﻜﻚ ﺑﺄه وروﱠء ﺣﯿﺎﺗﻚ ﺳﻌﺮه ﻋﻠﻰ أد ﺟﯿﺒﻚ وﻋﻤﺮه ﻣﻌﺎك ھﯿ ﱡ
ﻄﻮل  .ﻧﻮﻛﯿﺎ ﺗﻼﺗﺔ ﺗﻠﺘﻤﯿﺔ وﻋﺸﺮة رﺟﻊ
ﺗﺎﻧﻰ وأﺣﺴﻦ ﻣﻦ زﻣﺎن وﻣﺘﻮﻓﺮ ﻣﻨﮫ أرﺑﻊ أﻟﻮان .ﻣﺶ ﻛﺪا وﺑﺲ دا ﻛﻤﺎن ﻧﺎزل ﺑﻜﺎﻣﯿﺮ ﺧﻠﻔﯿﺔ وﻓﻼش ﻟﯿﺪ وﻛﻤﺎن ﻣﻤﻜﻦ
.ﺗﺴﺘﺨﺪﻣﮫ ﻛﺸﺎف ﻓﺎﻟﻀﻠﻤﺔ
اﻟﺠﮭﺎز ﺑﯿَﺪ ﱠﻋﻢ ﺷﺮﯾﺤﺘﯿﻦ وﻛﺎرت ﻣﯿﻤﻮري ﻟﺤﺪ اﺗﻨﯿﻦ وﺗﻼﺗﯿﻦ ﺟﯿﺠﺎ .وﻋﻠﯿﮫ ﻧﻈﺎم أﻧﺪروﯾﺪ وﺗﺌﺪر ﺗﺤﻤﻞ ﻣﻦ ﺑﻼي
ﺳﺘﻮر ﻛﻞ اﻟﻠﻲ ﻧﻔﺴﻚ ﻓﯿﮫ .ﻓﯿﺴﺒﻮك وواﺗﺲ ٓاب وأﻟﻌﺎب وﺳﺮﻋﺘﮫ ﺟﺒﺎرة وﻣﺒﯿﮭﻨﺠﺶ وﯾﻌﯿﺶ ﻣﻌﺎك ﻓﻜﻞ اﻟﻤﮭﺎم اﻟﺼﻌﺒﺔ
اﻟﻤﻮﺑﺎﯾﻞ ﺗﻼﺗﺔ ﺗﻠﺘﻤﯿﺔ وﻋﺸﺮة رﺟﻊ ﻛﻤﺎن وﺑﺄﺳﻌﺎر زﻣﺎن ﻓﻘﻂ ﺑﺘﻠﺘﻤﯿﺔ ﺧﻤﺴﺔ وﺳﺒﻌﯿﻦ ﺟﻨﯿﮫ
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وﻟﻮ اﺷﺘﺮﯾﺖ ﺟﮭﺎزﯾﻦ ﺗﺎﺧﺪھﻢ ﺑﺴﺘﻤﯿﺔ وﺧﻤﺴﯿﻦ اﻟﺤﻖ اﻟﻌﺮض واﺑﺴﻂ اوﻻدك وﺷﯿﻠﮭﻢ ﻣﻮﺑﺎﯾﻼت أو أدﱢﻣﮫ ھﺪﯾﺔ
ﺗﺸﺮﻓﻚ .ﻟﻮ ﻋﺎﯾﺰ ﻧﻮﻛﯿﺎ ﺗﻼﺗﺔ ﺗﻠﺘﻤﯿﺔ وﻋﺸﺮة اﻟﺠﺪﯾﺪ أﻟﻔﯿﻦ وﺳﺒﻌﺘﺎﺷﺮ ا ﱠﺗﺼﻞ ﻋﻠﻰ زﯾﺮو ﺣﺪاﺷﺮ ﺗﻤﺎﻧﯿﺔ وﻋﺸﺮﯾﻦ
أرﺑﻌﺘﺼﻔﺎر ﺗﻼﺗﮫ
) (41ﻛﻞ اﻟﺸﻌﺐ اﻟﻤﺼﺮى دﻣﺎﻏﮫ ﺷﻐﺎﻟﺔ وأﺻﻠﻰ  ،ﻟﻮ ﺗﻠﯿﻔﻮن ھﻨﺸﯿﻞ ﺟﻲ ﺗﺎﯾﺪ ﻋﺪة راﯾﻘﺔ وأوﺑﺸﻦ ﺟﺎﻣﺪ
اﻟﺘﻠﯿﻔﻮن اﻟﺮﺳﻤﻲ ﻟﻠﺸﻌﺐ اﻟﻤﺼﺮي  ،ﺟﻲ ﺗﺎﯾﺪ
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